JANUARY 3, 1929 


The year passes bringing to a close 
for us a full century of service. One 
hundred years ago—in 1829—this 
company was founded. 


As we have gone on down these 
years we have tried to build on the 
firm foundation of integrity and tair 
dealing. Business, to us, has meant 
more than just making a profit on 
our wares—it has meant the weaving 
of a. fabric, as it were, of lasting 
loyalty and friendship 


To enter our Centennial -year with- 
out thanking our customers for the 
business which they have entrusted 
tous during the past would, indeed, 
leave a debt unpaid. 

We ask no greater reward than to 
continue serving them through the 
coming. years. 


= 1929 

















HARDWARE AGE for JANUARY 3, 1929 













We've found it highly profitable to 
concentrate on GYD small tools. Buying from 
one source saves us time -- and time is 


moneye And we find that most successful 
dealers feel the same way about it. 























AGF 


GEO. WORTHINGTON CoO. Tells 
Jobbers and Dealers 


ONE SECRET of SUCCESS 





On January 1, 1929, the Geo. 
Worthington Co. of Cleveland, 
Ohio, will be one hundred years 
old. A full century of successful 
hardware jobbing experience has 
given this distinguished organiza- 
tion a wealth of buying and sell- 
ing wisdom which cannot lightly 
be overlooked. It is, therefore, 
with considerable pleasure that we 
reproduce the following letter: 
Dear Mr. du Mont: 

Thank you for your letter con- 
gratulating us on our hundredth 
birthday which we celebrate Janu- 
ary first. It occurred to me that 
while bouquets are being passed 
around, we'd like to hand out a 
few ourselves. 


We’ve found it highly profit- 


able to concentrate on GYD 
small tools. Buying from one 
source saves us time—and time is 
money. And we find that most 
successful dealers feel the, same 
way about it. 

Of course, we couldn’t follow 
that policy if your tools didn’t 
measure up to pretty high stand- 
ards. But they do—and always 
have. Also your engineers have 
done a fine job in showing 
plant superintendents how to 
lower small tool costs. 
Those plants appreciate 
your efforts, and so do /f = 
we. / 
Best wishes to GYD / 
for a busy and pros- [Atom 


perous year in 1929. — 











The Geo. Worthington Co. is 
one of the many supply houses of 
national reputation who have 
found it pays to concentrate their 
small tool purchases. 

The advantages of concentra- 
tion as they affect the large job- 
ber are perhaps even more evi- 
dent to the medium size house 
where the owner himself fre- 
quently must interview all sales- 
men. By concentrating, more of 
his time can be spent on plan- 

ning and directing. 

Let us talk with you 
about concentrated small 
tool buying. In the mean- 
time, have you a copy of 
oe new GD catalog No. 
29% 





New York: 15 Warren St. 


Canadian Plant 


GREENFIELD, 


MASS.,U.S.A. 


Chicago: 13 So. Clinton St. Detroit: 228 Congress St., W. 


: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario 


H.A. Jan. 3, 1929 
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\etfast' Expansive bit 


































QUARTER 

turn of the ec- 
centric pin loosens or 
tightens the parts, and 
simply thumbing the bar- 
rel quickly adjusts the cutter. 
Once the cutter is set it stays 
locked. 


Where It’s 
Different 


Easily thumbed ad- 
justing barrel permits 
quick setting of cutter. 

*% 
A quarter turn of eccentric pin 
causes adjusting barrel to press 
against cutter, thereby locking it. 
% 
Cutter fitted with 8-pitch 
square thread, permits rapid 
setting to size. 
% 
Wide open throat. Free 
clearance of chips. 
No clogging. 


Important is the wide, open throat 
which permits free clearance of chips, 
making boring considerably easier than 
is possible with the ordinary expansive 
bit. This is an exclusive Greenlee 
feature. 


Show this tool to any me- 
chanic and he will be quick 
to see its advantages. And 
the price will appeal to him 
because it is only a trifle 
more than that asked 
for the regular 
screw adjusting 
expansive bit. 


Sales Offices and Warehouses 


New York: 126 Chambers St. 
Boston: 63 Commercial Wharf; 
Philadelphia: 2401 Chest- 
nut St.; Canada: Rich- 
ardson & Bureau, Ltd.. 
278 Craig St. West 
Montreal. 





No Other Like it 


GREENLEE IOOL Co. 


Rockford, Illinois 
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What’s 
Wrong 
With 
This 


Picture 














i Miia Crevitelelivas 
© \ bought good Weather Strip 
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from = 


WEATHER STRIP 





You'll See This Ad in the Jan. 12th Issue of the Saturday Evening Post 


Nothing—Just a Progressive Hardware Dealer 
Capitalizing on Cold Weather with a Window Display . 
of Bosley’s Quality Weather Strip 


They may come in to buy a hammer but they’Il Stock up for the demand for Bosley’s weather 








go out with a carton of Bosley’s weather strip strip that will be created bv the above adver- 
—if it’s where they can see it. Shelves in tisement appearing in the Tanuarv 12th issue 
the stock room never sell anything. of the Saturday Evening Post. Your jobber 
carries “Bosley’s” and he’ll give you quick de- 
Make your display window look like this. livery. 
————e= THE D. W. BOSLEY CO. — CHICAGO — MONTREAL 





ROSLEY’ 


Weather Strip 


_TRADE MARK REGISTERED © | 
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DROP FORGED 


ee 


A Drop Forged Wrenches spell opportunity 
for Hardware Dealers—an opportunity to make sub- 
stantial direct profits, to build a reputation as a seller of 
quality merchandise, to cash in on our extensive advertising 
—on a reputation established by over 37 years of fine tool 
making. 

ARMSTRONG Wrenches always give complete satisfaction. 
They make steady customers, build sound, permanent bus- 
iness. They are known to tool users, for they have been the 
standard of excellence for over a quarter of a century. 


Display Boards and Sales Literature Furnished 


This company co-operates in every legitimate way with dealers. Beau- 
tiful, metal-surfaced Stock Display Boards are furnished with original 
wrench orders. Catalogs and Effective Direct Mail and Counter Litera- 
ture are freely supplied. Armstrong Bros. Tool Co. stands back of 
every tool that bears its trade mark—all the way. 


Build Sales Builders Volume with Sets 


One of the easiest ways to increase sales volume in 1929 is to se}! 
Wrench Sets where last year you sold single wrenches. ARM- 


STRONG Wrenches, in matched sets, are put up in serviceable L. 
canvas rolls. They sell easily. 
Write today for Catalog B-27 &y ra 
G 


ARMSTRONG BROS. TOOL CO. 


The Tool Holder People 
314. N. Francisco Ave. CHICAGO, U. S. A. AANA 46 





NG 


WRENCHES 
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“THEY” INSIST IT’S RIGHT! 


FS nwt 1 Dunit ~ 


Vice-President and General Manager 


The straight line quality- 


quantity production we prom- 
ised is now a reality. 


The “New Order of Things” 
with its savings and its absolute 
accuracy of fittings, mountings 
and assembly provides a sale 
attraction more powerful than 
heretofore obtainable. 


Promises exemplified in fact 
—alone serve intelligent Mer- 
chandisers. 


The New Gas Range lines 
will be available for inspec- 
tion January 15, 1929 
































WHO ARE “THEY”? 


Ten Sales Managers of probably the ten leading Gas 
Merchandising Organizations have affirmed that the 
NEW ROUND OAK lines are ‘‘right” in appearance 
—refinements—construction and value. 


The judgment of men whose merchandising ex- 
perience represents Range Sales running into thou- 
sands of units yearly, is intelligent—practical— 
Dollar and Sense judgment. 


It is vitally important to us to receive such 
endorsement. 


We will gladly give you particulars of these new 
marketing values designed to open up greater 
Sales Volume. 


THE BECKWITH COMPANY 


“Round Oak Folks’ 


DOW AGIAC MICHIGAN 


Established 1871 
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Standardize on 











} 


Two-inch Mesh 


One-inch Mesh 


Wa the guess out of Poultry Netting Sales! 
Cut down your inventory! 
Increase sales and _ profits! 


Standardize on U. S. Poultry Fence---the orig- 
inal straight line netting! 


U. S. Poultry Fence is the only netting on the 
market today which fulfills every requirement 
and meets every demand of all buyers. 


Dealers everywhere find it easier to stock and 
handle; easier to sell. Its neat, compact rolls 
occupy about one-third less space than the 
average. It rolls out flat like carpet; cuts 
quickly, easily and without waste. 


NOTE: U. S. Poultry Fence is sold only through the regular 
wholesale and retail trade. If you are not familiar with the 
design and construction of this superior netting, let us send you 
FREE a miniature sample roll. Please address, Dept. HA, 


Indiana Steel & Wire Co., 


Muncie, Indiana 


\ if 
\ \ ff 
Wrasse es xdl preset 
¥ os sy yr 
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“Then Watch 


Your Profits 
} Grow! 













Its superiority discourages price competition, 
creates more sales, earns substantial profits. 


Each year more and more dealers sell U. S. 
Poultry Fence exclusively. They have found 
they can reduce inventories, do a greater vol- 
ume, and build permanent repeat business by 
concentrating on this fast-moving line. 












72 Inch 


You, too, can increase sales by 
standardizing on U. S. Poultry 
Fence. Try it this 
year and watch 


your profits grow! , 
42 Inch 
36 Inch ‘ 
All Aes hss 
Standard 
Heights 
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for PROFITABLE SALES in 


FARM and GARDEN IMPLEMENTS 


— 70. 1 biest by ! 
|!) aun sree Bisptay rack | | | | 
|) OFFERED FREE 1 RETARERS | 
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Sixty days from now, sixty per cent of the people who come 
to your store will be prospects for farm or garden tools. 


You will not have time to suggest to each customer what 


tools he will need. 


But the Union Display Rack will. It is a magnet that draws 
attention, suggests buying —does everything but take the 


money. 


Hundreds of dealers have found it a marvelous profit maker. 
How about you? Shoot in this coupon and get the facts. 


Send me P. D. Q. details of your 
More Profit Idea on farm and garden 
implements. 


Name 





Address 


City. 








The Union Fork & Hoe Company 


COLUMBUS, OHIO 





Manufacturers of 
A Complete line of Forks, Rakes, Hoes and 
Special Purpose Tools 
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E.P.HURD 
LOCK 
BUILDER 


Hurd Lock-Bodies are 

machined to exceptionally 

close limits from Special 

Solid Bar Bronze. They will 

stand a brutal amount of punish- 

ment. Hurd Lock-Bodies are pro- 

vided with Drain Holes to eliminate 

weather hazards and the Key-Hole 

has a Cover to protect the mechanism. 

Hurd Lock-Bodies have the fine finish 

which Solid Bronze affords and their 

strength is in keeping with Hurd-Shackles, 
which are 


Cutter Proof, Saw Proof, File Proof 


Many dealers use displays of bolt cutters and other tools, 

which have been ruined in unsuccessful attempts to cut Hurd 

Lock Shackles. One Key Blank services all Hurd Locks, yet 

{ Se gives maximum number of combinations. Dealers everywhere find 
4 a that a Hurd Display on the counter sells Hurd Locks. 


Write for prices, samples, displays, catalogue pages, electros, etc. 


E. P. HURD, Lock Builder, waa: Michigan 


‘Catter Proof, SawProof, FileP: oof WeatherProof ¥ 


SNAP LOCKS 
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Your Customers Want 


“ALLEN’S SOLE STRIPS” 


They depend upon you to furnish this superior bark 


tanned leather. 


The demand for Allen’s Sole Strips has been country 


wide for generations. 


Cut from Bends made of specially tanned selected 


packer hides. 
Allen’s Sole Strips 


The Standard of Comparison 


THE UNITED STATES LEATHER SELLING CORP. 


New York Boston Chicago Cincinnati St. Louis Richmond 
Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 


NOTHING tAKES THE PLACE OF LEATHER 
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We Want Every Dealer 
To Hiave Khis Catalos— 
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, THE CARBORUNDUM COMPANY LAGARA FALLS, NEW YORK 
I Carborundum Sharpening ‘arborundum Round Combi 

5 Stones nation Bench Stone 
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Carborundum Combination 
Stones 
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Carborundam Combination 
Kuite Stones 
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A CATALOG 


that lists, illustrates and 
describes all Carborundum 
Products sold by the hard- 


ware trade— 


2 ae 


Py eee 


sortase 


ARES haiibas 


A HANDY 
REFERENCE Book : | 


that the man behind the counter will find - 
decidedly useful in promoting the sale of ri 
| Carborundum Products. P ae 
Copies for the Asking— Use the Coupon Oe 
f/ =e 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. y 
* rundum Catalog No. 1 























Reg. U. S. Pat. Off. 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. x 
Sales Offices and Warehouses in Ro 
F New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids ” Name ma 
% The Carborundum Co., Ltd., Manchester, England Deutsche Carborundum Werke, Dusseldorf, Germany ,»* 
% * 
5 (carborundum is the Registered Trade Mark of The Carborundum Company for its Silicon Carbide and is its exctusive property ) _ Street ___ ~ 
4 ° 
E ° 
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OUR stock is something 


more than a lot of things to sell—it is hardware dis-_ 


ae 
- ah = ry ts : 


You display it not merely that a customer my see 
_ what he wants and buy it, but in order that he may 
take with him along with his purchase the feeling 
that you are a man he can come back to, to get de- 
pendable goods when he needs them... . That’s why 
you stock and display well known reliable lines like 
: 5, EMPIRE New Process Bolts. You want 


to make your customer feel that because of your 





knowledge of hardware and your careful buying he 
can trust you to take care of him. a Without this 
prestige as a carrier of reliable stock what is to keep 
the “5 & 10” from becoming your chief competitor? 


RUSSELL, BURDSALL & WARD BOLT & NUT COMPANY 


Factories at PORT CHESTER, N. Y. ROCK FALLS, ILL. CORAOPOLIS, PA. 
Sales Offices at Philadelphia, Chicago, Detroit, San Francisco, Los Angeles, Seattle, Portland 
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steel; their teeth 
are cut to stand up 
under hard usage; 
they are shaped to 
hang well in your 
hands. 


Measured against 
the high standards 
of performance de- 
manded by expert 
mechanics, Nichol- 
son Files are. unsur- 
passed for durability 


and cutting power. It will pay you to 


carry Nicholson Files. 
Sixty-five years have 
rolled up a tremendous 
amount of good will for 
files stamped with this 
company’s brand. 


NICHOLSON FILE CO. 
Providence, R. 1. : U.S.A. 


Measured against the 
varied needs of the 
home workshop and 
the garage, Nicholson 
Files are best. 






Nicholson Files are made 
of specially selected file 


OL OLS, 
soy Se% 
USA. U.S.A. 











NICHOLSON FILES 


A FILE FOR EWERY PURPOSE 
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POULTRY NETTING 4 
Galvanized Before and Galvanized c4fter Weaving? As 
OCP I BDI I IDO IPOD I PLL DISD IPO PD DP 
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Light 
and 
Dark 

Finish 
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and Profit with ‘ee 






REGULAR 
Seam GRADE(12x 





i. samnatintan ey 


GALVANIZED STEEL Wi 
IncAll Grades _ 







Gee], 00k for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg.Co. 


Established 1818—America’s Oldest Woven Wire Factory 








Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York Citv Georgetown, Conn. Chicago Kansas City 






















HARDWARE AGE for JANUARY 3, 1929 








PERFECT ~~ yon known 
remeer = (Y\ 2 


The merit and prestige of Kelly Axes is maintained in Kelly Hammers 
The Kelly line covers the ENTIRE PRICE-RANGE of reliable hammers 
$2.00—$1.50—$1.25—$1.00—75c—60c 


In ordering, dealers are not limited to arbitrary packages or assortments, but may obtain 
these hammers from their jobber, in any of the sizes to suit their requirements. 


Kelly “Vanadium” 


Hexagon neck, round head, reinforced “Bite Tite” claw Vv 

High polish finish Special shape second growth hickory handle A 

Each in an individual carton N 

A 

D 

THE , 

FINEST U 

M 

CARPENTER 
THE 

HAMMER TOUGH 
Made in sizes: 10 oz., 13, 16, and 20 oz. STEEL 





Retail price $2.00 each 


Kelly “Perfect” 
Bell Face Claw Hammer. Polished 


Made in all sizes: 


Retail price, 16 oz., $1.50 PP ey ey 





each 28 oz. 
“Falls City” “Falls City” 
Octagon neck, round head. Polished Bell Face, Claw Hammer. Polished 
Retail price, 16 oz., $1.25 each Retail price, 16 oz., $1.00 each 





jin Made in sizes: 13 oz., 16 o2., 20 oz. 
1 \\ Also made in Double Octagon. 
“Hand Made” “Union Tool Co.” 
Black forge finish, face and claws polished Rough Forge finish, Hickory handle, stained walnut 
Retail price, 16 oz., 75c each Retail price, 16 0z., 60c each 





Made in one size only. (16 oz.) 





KELLY AXE & TOOL CO. CHARLESTON, W. VA., U.S. A. 
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Quality First— 
Then Price 


EALERS should realize the econo- 

my of selling goods from the 
standpoint of quality rather than price. 
A product that is made well, then 
fairly priced, is the most economical 
to sell. Our Tubular and Clinch rivets 
are made and priced in this way. 
Dealers will find it decidedly to their 
advantage to carry a full stock of all 
sizes. There is a distinct satisfaction 
in offering your trade the highest 
quality product on the market. 





Pacific Coast Representative 
J. T. McDEVITT, 
Postal Telegraph Building. 
San Francisco, California. 


Approved / 


———by the keenest 
buying brains in the country 





TUBULAR RIVET & STUD 
COMPANY 


BOSTON 









‘The largest 
factory in the 
world devoted 
lo the manu~ 
facture of 

Jubular and 
Chnch Rivets 
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To the right is shown a simple 
demonstrating outfit consisting of 
a De Laval Separator and a De 
Laval Junior Milker Outfit mounted 
on a Combined Base with a 11% hp. 
Alpha Engine. Both separator and 
milker can be run and demon- 
strated as desired. Many De 
Laval Agents are using similar 
demonstrating outfits and are mak- 
ing many more sales. 


To the left is shown a De Laval Milker Outfit 

with two lengths of 50-ft. hose, by means of 

which a milker unit can be taken into the barn and the 

cows actually milked. By showing a prospective user just 

how the milker works and by milking a few of his hardest 

cows, many agents have made milker sales which would 
otherwise have been impossible to make. 


50 or 95 Per Cent? 


Every De Laval Agent is entitled to at 
least 50% of the cream separator and 
milker business from his community — 


(Based on a nation-wide investigation by The Dairy Farmer, in which over 50% of the prospective 
purchasers of cream separators and milking machines expressed their intention of getting De Lavals.) 


—but by showing just what De Laval 
Separators and Milkers will do for their 
users by “skimming the skim-milk”’ from 
old separators and milking cows with 
the milker, any De Laval Agent can secure 
85 to 95 per cent of the total amount of 
such business available, and many do. 


The De Laval Separator Company 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street - 
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M2 in 12, 16, and 20 gauge, with standard 
smokeless powders, and in 10, 12, 16 and 
20 gauge with progressive burning powders, the 
famous Winchester Leader is the choice of sports- 
men and trap shooters who want the very finest 
shotshell that money can buy. It is made to the 
most exacting ballistic standards and, with its ex- 
tra high brass cup and improved Winchester New 
No. 4 Primer, it has long stood unchallenged as 
the world’s best shell. There was, in fact, only 
one additional improvement we could make to 
this great shell—a coat of special lacquer which 
provides superior resistance against moisture, 
a harder crimp and a gloss and luster that have 





EADERSHIP 


LEADER 
SHELLS 











NOTE 


Reprints of the opposite side of this 
advertisement, prepared in a form 
suitable for window display, will be 
furnished to dealers on request. 


made the Leader as outstanding in appearance as 
it is in pattern, power, dependability and speed. 
Always highly resistant to moisture, the new coat 
of lacquer makes the Leader weather-proof in the 
furthest possible degree. Always possessing a 
firm and smoothly rounded crimp, lacquering 
provides a crimp of ideal hardness. Always a 
most distinctive shell in appearance, the rich gloss 
of lacquer makes it a piece of unrivalled beauty 
and attractiveness whether seen in its box or 
shown on display. 

Head your shotshell line, this year, with the 
New Lacquered Leader. You will be heading 


for sure leadership in sales. 


Sell Winchester Ammunition with Winchester Guns. They not only are made for each other 
but, in the eyes of customers, the name of Winchester carries an unparalleled prestige. 
Get your customers to tune in on Winchester Arctic Radio Programs — Saturday nights. 








WINCHESTER REPEATING ARMS CO., NEW HAVEN, CONN., U. S. A. 
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ONE HUNDRED YEARS OF PROGRESS 
1829-1929 


HE first stock of goods delivered to 
George Worthington in 1829, came via 
Erie Canal to Buffalo and thence by 
schooner to Cleveland. Eleven hundred 
people—most of them engaged on con- 
struction work on the new Ohio and Erie 
Canal—gave him a ready market for his 
modest stock of shovels, spades and pick- 
axes. 








The wise selection that he made of this 

first stock, that so well fitted the needs of 

his customers, was typical of the man and 
of the organization indelibly stamped with his name and 
business sagicity. 


There has been transition in the intervening 100 years. 
The saddle horse has been replaced by the automobile 
and even the airplane. The canal boat has given way to 
the railroad train and motor truck, and the quill pen to 
the typewriter and bookkeeping machine. 


But—imbued with the integrity of its founder, The Geo. 
Worthington Company has followed through the years 
expanding its stock, improving its methods until SER- 
VICE is synonymous with the name 


The Geo. Worthington Co. 
Cleveland 
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E pay tribute to the Centennial of one 
of our most distinguished distributors, 
the George Worthington Company of 

Cleveland, who have so well earned the right 
to celebrate. 


Manufacturers, jobbers and dealers all join in 
congratulating them on their One Hundredth 
Anniversary. The House of Worthington has 
sold good merchandise. They have rendered 
valuable service to all who have done business 
with them. They have won the confidence of 
thousands of merchants. 


During the New Year and the years that fol- 
low, Wickwire Brothers wish them a continu- 
ance of lasting prosperity founded upon the 
principles of business integrity for which this 
time honored establishment has stood un- 
flinchingly like The Rock of Gibraltar. 


GD 


Our Other Products Inclide: 


Hexagon Poultry Netting ania | —, ees 
: ray-Wic 
Graduated Poultry Netting White Metal Finish 
Galvanized Hardware Cloth Wickwire Premier 
and the following brands Wickwire Bronze 
of Screen Wire Cloth Wickwire Copper 


Miscellaneous Wire Nails and Brads, 


put up in 4, % and 1 Ib. packages, 25 and 50 Ib. boxes. 


Write your Jobber for Full Information and Prices 


WIRE 


IMCORPOR ATES 1892 
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PYREX SALES DIVISION 
Corning Glass Works 


Established 1868 


CORNING, NEW YORK 


M. Reg. U. S. Pat. Off. 
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Congratulations 
Geo. Worthington Co. 


One Hundredth Anniversary 
1829 1929 


The steady growth of any business must 
necessarily depend upon the superior qual- 
ity of goods and the satisfaction they will 
give. 


As a result of genuine merit and satisfac- 
tory service, we observe this year the one 
hundredth anniversary of the Geo. Worth- 
ington Co. 


Peninsular paint — varnish — lacquer and 
enamels likewise represent the best of 
values, from the standpoint of quality, that 
it is possible to make. 


Solely because of better values and complete 
satisfaction, we have become identified and 
established with the trade and consumers 
throughout the entire country. 





Peninsular 


Paint & Varnish Co. 
Detroit, Michigan 
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1828——_1928 


The George Worthington Co., 


We salute and congratulate you. 


You have lived a hundred years. 


Babes born when you were—in 1828—grew into 
maturity, became parents, grand-parents, great-grand- 
parents, and then, like the Arab, silently folded their tents. 


Tho a man of three score and ten has lived his allotted 
time, no limit has ever been placed on the life-span of 
business institutions. 

But there is an inviolate LAW governing all commer- 
cial existence—‘‘The institution that serves not, it shall 
surely die.” 

So mankind has placed upon you who have passed the 
century mark its seal of approval, far beyond the power of 
anyone to add to or to take away. 


A hundred years old, but untouched by age! 


Beyond the reach of senility, Life in increasing abund- 
ance awaits you, for in the rendering of Service, you drink 
from the Fountain of Youth. 


May generations yet unborn arise in turn to pay tribute 
to the same Worthington Company whose twice-golden 
anniversary we joyfully celebrate today. 


THE GRABLER MANUFACTURING CO. 











HARDWARE AGE for JANUARY 3, 1929 



















“toma sawmdcomecic’” Steel and Wood 


COASTERS 


— for 
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“sez American Coaster 1929 
= 4 © ~ ~- 


No. 675 





Si niin thiew at Cll In line with this company’s policy, these coasters represent 


dren’s vehicles has been sue- the last word in construction, speed, beauty and finish. There 
prt a are no coasters on the market which have such an instant 
COMPANY, Cleveland, Ohio, appeal for the alert and observing kiddy. 

for years. We heartily con- 

er ade aie Our representative will call on you shortly. In the meantime, 
in this issue, and wish them write for catalog with illustrations, so you will be ready to place 
continued success. your order when he comes. 















CATALOG ON Ma. KNOWN AROUND THE 
REQUEST , a 
“ The American Netional Pompany 


3 TOLEDO, OHIO, U.S.A. 








FOUR FACTO 
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ill your 
AUGER BIT 


INVENTOR 
fell this year. 





Will it show that you have 
followed the suggestion of your 
jobber and tuned in on the 
profits that are obtainable by 
selling IRWIN BITS? 


How many different makes of 
bits do you carry? 


Have you a complete stock of 
each size on the shelf? 


Many dealers have found that 
it pays to stick to one TRADE 
MARK. And by doing this you 
will always have a well balanced 
stock of sizes. Carpenters, elec- 
tricians, farmers, and home 
owners know Irwin quality and 


ask for IRWIN’S by name. 
The greatest proof we have of 


the genuine quality and demand 
of the Irwin Bit is shown by the 
George Worthington Company 
who after one hundred years of 
service are still distributing Irwin 
Bits. This goes to prove that an 
organization in order to last over 
a long period of years must sell 
their customers quality mer- 
chandise and sales assistance. 
The George Worthington Com- 
pany maintain this reputation 
among their customers. Satis- 
fied merchants mean satisfied 
customers. 


We wiil be glad to explain to 
you the profits made by a com- 
plete stock of Irwin Bits—write 
us for full information. 


THE IRWIN AUGER BIT COMPANY 


Largest Makers of Wood Boring Tools in the World 
WILMINGTON, OHIO, U. S. A. 


(i 
e= 


Th 


European Agents: Markt & Hammacher Co., 193 West St., New York City 
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A Century 
of Service 





HE GEORGE WoRTHINGTON COMPANY, Elec- 

trical Department, of Cleveland on its 

journey through the years has reached the 
one hundredth milestone. We are happy in- 
deed to extend our congratulations and sin- 
cere good wishes for many years of prosperity 
and success to come. 


To endure for a century, a business must be 
of genuine usefulness to the customers whom 
it serves. One hundred years of ever-growing 
confidence and good will could not have been 
consummated but for the priceless asset of 
any business—an integrity and loyalty that is 
beyond question. It is a genuine pleasure to 
count such among our customers. 


100 years of establishment means not only 
conscientious service in selling, but a discern- 
ing judgment in buying as well. 


It is notable that for many years BEE-VAC 
appliances have been chosen to back up this 
established and enviable reputation. BEE- 
VAC will ever keep faith with its dealers and 
strive to maintain the continued confidence 
of firms such as the George Worthington 
Company, Electrical Department, Cleveland, 




















BIRTMAN ELECTRIC COMPANY 


4140 FULLERTON AVENUE—CHICAGO, ILL. 
Manufacturers of BEE-VAC Appliances 
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We extend our heartfelt congrat- 
ulations to The George Worthing- 
ton Company of Cleveland, Ohio 
(one of our distributors), upon the 
celebration of their one hundredth 
anniversary. We wish them many 
years of continued business pros- 
perity. 

















Just as the Zeppelin establishes friendly re- 
lations with nations, so do Sand’s Levels es- 
tablish friendly relations with Carpenters, 
Plasterers and Bricklayers and create good 
will for dealers. 


Sand’s Carpenters’ and Masons’ Levels are 
made of carefully selected California Sugar 
Pine of vertical grain, free from sap, and dried 
from ten to twelve months before use to pre- 
vent any possibility of warpage. 


Each level is given three coats of durable 
weather-proof paint and is tested for accuracy 
on a Brown & Sharpe straight edge at every 
step of manufacture. To insure added pro- 
tection all Brass Bound Levels are made with 
raised binding. Sand’s Wood and Aluminum 
Levels combine absolute accuracy with great- 
est salability. 


Sand’s products are consistently and nation- 
ally advertised in the Consumer Publications, 
such as “Bricklayer”, “Mason and Plasterer”, 
“The Carpenter”, and “The Plasterer”, bring- 
ing Sand’s Levels, Plumbs and Tools to the 
attention of three-quarter million potential 
users monthly. 


24-hour delivery service from your jobber. 


Sand’s Level & Tool Co. 


8629-37 Gratiot Ave., Detroit, Mich. 


Sole Manufacturers and Distributors of Sand’s-Stevens Line Levels 


Sands Levels, Plumbs & Tools 


Sands Levels Tell the Truth. 
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The Center of Cleveland in 1829 


GROWTH! 


INCE 1829, when Cleveland 

boasted a population of 1200, 
The Geo. Worthington Company 
has kept pace with the growth of 
the city. A vital factor in this ex- 
ceptional achievement has been 
the policy of selling only products 
of quality. The fact that The Geo. 
Worthington Company has, for a 
long period of years, sold OSBORN 
BRUSHES issignificant of the qual- 
ity and salability of our products. 


THE OSBORN 
MANUFACTURING COMPANY 
Cleveland, Ohio 


| 


The Center of Cleveland in 1929 
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True T. aha Tool 


Display Stand 


The True Temper Display Stand 
is furnished free with the pur- 
chase of an assortment of True 
Temper Tools. Made with 
strong ash legs, steel shelves, 
strongly braced. Finished in 
green lacquer. Stands 36 inches 
high and takes space 15 x 30 
inches on the floor. Holds 11 
long-handled tools and a num- 
ber of short ones. A real mer- 
chandiser for the aisle—in the 
show window—at the store en- 
trance—on the sidewalk. Write 
for details of our free offer. 





To the George Worth- 
ington Company of 
Cleveland we _ extend 
our hearthy congratula- 
tions on the attainment 
of the century milestone. 











| 


Says e) tte Merclect: I 


ad DI Vremrettuctus kam colmd ots 
True Temper Display 
Nyetore mrtotes aslo lehus 
tising furnished with 
it, our sales of garden 
tools have been more 
rdot-veWme Coyote) (te Maelo ote 
season for which you 
have our heartier* 
thanks.” 
mY (0) DO) \'4 31 8 BL Oe 
Hartford, Ohio 











EVER have standards of living been 
so high as today—never has prosper- 
ity been so general—never have people had 
so much time and money to gratify the 
natural desire for more beautiful homes— 
better kept grounds—better gardens. 





This has resulted in greatly increasing the 
sale of lawn and garden tools for the mer- 
chant who will let people know that he 
carries a stock of the most efficient tools 
for local conditions. 


The True Temper Tool Display Stand is 
the most economical device yet discovered 
for accomplishing this result. Why not 
take advantage of these proven, facts to 
increase your business and place an order 
for one of these display stands before the 
season is further advanced? 


THINK IT OVER! 


The American Fork & Hoe Company 
General Offices: Cleveland, Ohio 


Makers of Farm and Garden Tools for Over 100 Years 


RUE IEMPE: 


GarDEN IDOLS 
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Screen Doors, 


Made in 


Window Screens, all 


Patterns 


Combination Screen 
and Storm Doors 


Screen time is just ahead. The pesky flies 
and mosquitoes are planning a busy season. 
So are Continental dealers. 


Insects know their prey. Continental mer- 
chants know their screens. They realize that 
thousands of home owners will soon be buy- 
ing Continental Window Screens and Screen 
Doors. 


These customers know the protection, com- 
fort and service Continental Products always 
give. Their Quality SELLS as well as 
TELLS. 


Nearly 30 years of success has made Conti- 
nental Screens the leading sellers. Shipments 
are prompt. Free delivery in Continental Dis- 
tribution Cars. Satisfaction assured. Order 
early. 


Jobbers supplied direct, dealers thru their 
jobbers. 





Screen Panel 


CONTINENTAL SCREEN CO. itt 
Detroit, Michigan e 








ington Company on their attainment of the Century 
milestone. May the next Century be —r abundant 


in service and progress. 


NO sapy a ongel ymin me 


We take this occasion to felicitate the George Worth- 











Continental All Metal 
Extension Window Screen 





Storm Panel 


IN WINTE 


Keeps out Cold 


Saves Fuel 
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will receive this message 7” 


In THE SATURDAY EVENING 
POST, BETTER HOMES AND GAR- 
DENS and other leading national maga- 
zines, the advertisement reproduced 
above — first in the PENNSYLVANIA 
spring national advertising campaign 
opening next month — will reach more 
than 4,300,000 of the best homes in every 
city, town and hamlet in the country. 


Many lawn owners in your own commu- 
nity will read this convincing message, 
in which—as in all succeeding advertise- 
ments—the genial “Old Gardener” and 
three of the most popular PENNSYL- 
VANIA Quality Mowers are featured. 


Before spring arrives, some of these 


prospects of yours will be out looking for 
the famous LIFE-SIZE, full-color sign 
mentioned in this advertising. And 
when they find it, they'll very likely be 
looking for one of those three PENN- 
SYLVANIA Quality’ Mowers. 


Why not make sure of this ready-made 
profit—first, by stocking one or more of 
these outstanding PENNSYLVANIA 
numbers (write your jobber today) and, 
then, by asking promptly for one of the 
FREE, business-getting “Old Gardener” 
cut-outs? 


Pennsylvania Lawn Mower Works 
1615-35 North 23rd Street Philadelphia, Pa. 


PENNSYLVANIA 


Quality 
LAWN MOWERS 
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Posed by Charles 
Colgan,veteran 
bricklayer of 
Philadelphia,who 
has used W. Rose 
Trowels for 38 
years. 


Mechanies Attracted 


to Your Store by a 
Good Stock of ~ 


W. Rose 


Trowels 


Buy more 
ot, than trowels 


Worthington 
Company 
has 
handled 


Tools S SSS NS 


for many | . 


a tS 


_ a bricklayer buys a trowel, he not onl 

wants, but he actually must have wor | 
trowels placed before him to enable him to select 
the trowel that fits his hand and work. The 
trowel he uses must have the right hang, height 
and degree of limberness. Any other than this 
will be unfamiliar to him and would probably 
leave his arm tired and sore at the end of the day. 


To enable bricklayers to make this selection, your 
stock should consist of several dozens of W. Rose 
Trowels of the type most used in your locality. 


Bear in mind that bricklayers patronize stores 
wherethey canhavethisselection. Whenthey come 
in to buy trowels realize that they are highly paid 
workmen and can and do buy more than trowels. 


WM. ROSE AND BROS. 


Geo. K. Goodwin, Owner 
SHARON HILL, PA. Pf 
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OR years the great hardware wholesalers 
of America have met a ready response 
from their trade on Mansfield Tires. 


& ° 
B U Ss 1ne - bad Ask any dealer who handles Mansfield Tires 


and here’s what he will tell you. 


€ 
f; Il Tire business is easy to get with proper mer- 
a rig Ul od chandising effort. 


The great majotity of your regular customers 


are car owners and tire users. 


belongs to the be gag is large—and the margin of 


Only a limited stock is required. Mansfield 
wholesalers are located in every distrib- 


hardwaretrade , “= 


You owe it to yourself to look into the possi- 
bilities of the Mansfield dealer arrangement. 
It is 100% equitable — 100% satisfactory all 
’round. Ask your jobber or write us. 


THE MANSFIELD TIRE & RUBBER CO. 
Mansfield, Ohio 


MANSFIELD 
TUBES @ TIRES 
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OUT PROSPECTIN’” 


Not with a pack of burros and a gold pan, but 
in a million automobiles, WE, the nation’s 
campers, will be out prospecting again the 
far reaches of the country. 





There’s a little touch of the “sour dough” 
in most of us. We like to pitch our ewn 
tent—build our own fire—cook our own 
grub. We like to rough it a bit, when 
there’s no compulsion in it. 





But we like to go well equipped, too. Cots 
and camp furniture are pretty much a neces- 
sity tous. There’s a certain pride in a hunt- 
ing knife on our belt, and just the right fish- 
ing tackle. We’re interested in a tent that 
not only sheds rain, but sets up and takes 
down with the least effort. And we’re on 


the outlook for such equipment now. 


We know the hardware merchant for a 
dependable fellow. We like to trade 
with him, and we’re out prospecting his 
windows for the camping equipment we 
need. WILL WE FIND IT THERE? 


ardware Age 


239 W. 39th Street, New York City 
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SARGENT 


on locks, tools and hardware 


is Yeco enized asa sign of 


QUALITY 


J ee et ee et eet 


Your hardware customers must have faith in the articles 
they purchase—in the excellence of the materials and in 
the precision with which they are manufactured. Neces- 
sarily, they must depend upon the general reputation of 
the manufacturer, and upon your recommendation as a 
dealer. 

-Over a period of many years Sargent reputation has 
been built up by following only the very highest principles 
of manufacture. To your customers generally ‘“‘Sargent’’ 
on any article—whether a padlock or a plane, a door- 
closer or piece of builder’s hardware—means that it may 
be bought as the fullest value for the money. It can be 
depended on to be what it seems and to do what is 
claimed for it. 

The well-established Sargent reputation is valuable to 


you. It makes sales easy and stamps you as a dealer of . 


high-grade articles. Sargent & Company, New Haven, 
Conn.; 94 Centre Street, New York; 150 North Wacker 
Drive (at Randolph) Chicago, III. 


SARGENT 


LOCKS & HARDWARE 
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A Worthy Brother 


to the 
Stanley Bailey 
Plane 














Stanley Aluminum Level No, 22? 


MADE by the manufacturer of genuine 
Stanley Bailey Planes, Stanley Alum- 
inum Levels are unusually light weight and 
handy tools with which to level or plumb. 








One of its six proved glasses is always 
ready for use no matter how the level is 
picked up. The tops and bottoms are 
milled and ground to ensure perfectly par- 
allel surfaces. These levels will not rust 
or warp. 


The Stanley Tool Catalog No. 34 is a 
complete ready reference of one of the 
most salable lines of tools in the world. 
Keep some of these catalogs available for 









No matter how A 
you pick it up this your customers. Copies free on request. 


Stanley Aluminum Level The Stanley Rule & Level Plant, 






is ready for use paper 
New Britain, Conn. 


STANLEY TOOLS 
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‘‘See Your 


Dealer’”’ 

















UR consistent and intensive use of 
more than 60 leading farm papers 


year after year— 


Our two educational and interesting mo- 


tion pictures— 


Our complete dealer co-operation in the 
way of signs, movie slides, window post- : 
i 


ers, free newspaper cuts, etc.— 


' Our publishing of hundreds of thousands 
of educational farm books for free distri- ; j 


bution to dealer mailing lists have 
all taught the farmer that— 


Red Brand Fence is an investment 
—it pays for itself in 1 to 3 years 
—it resists rust longer because of 
“Galvannealing”—it is hog-tight 
and bull-proof—it is making 
money for farmers. 


But, most important to you is that, 
this complete advertising cam- 
paign is urging the farmer to “See 
Your Dealer’ for Red Brand Fence. 


KEYSTONE STEEL & WIRE COMPANY 
Peoria : . : Illinois 
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RED BRAND FENCE 


‘‘Galvannealed”—Copper Bearing 
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hey all KNOW 
Te meaning of 





















“Expert machinists and 

auto repair men will tell 

you it pays to stick to 
Starrett’s.” 


“Every building or 
carpentry job is the 
better for Starrett ac- 
curacy.” 


“I use tools for pleasure in 
my home shop. That's why 
I buy only the finest— like 


rented That’s why 
there’s sat- 
isfaction and 
profit in hand- 


ling the pro- Peg en hg 


sits give us lasting satisfaction.” 


duets of the 
World’s Greatest 


Toolmakers. 


Sell Starrett Tools 


2255 























HARDWARE AGE for JANUARY 3, 1929 








Tools with a “Background” | 
Are Easiest To Sell / 


Advertising every month in Popular Science and Popular Mechanics Every dealer should be in- 
and in other publications read by foremen, tool makers, garagemen terested in “tools with a 


‘ . . background” because they 
and mechanics keeps Brown & Sharpe Tools constantly in the minds pri <tenaaene”” Wag we end 


your inquiries to Dept. 
H.A., Brown & Sharpe 
Many years of steadily maintained quality and world-wide acceptance Mfg. Co., Providence, R. L., 


are behind every Brown & Sharpe Tool. U. S. A. 


BROWN & SHARPE TOOLS 


°° World’s Standard of Aceuracy” 


of a large tool-buying audience. 
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CORBIN 


Weod Berews 
Drive Serews 
Coach Serews 
Machine Serews 
Set Serews 

Cap Screws 

Saw Screws 
Thumb Serews 
Hand Rail Screws 


Special Automatic Serew 


Machine Produete 
Steve Belts 


Steve and Tire Bolt Nuts 


Semi-Finished Nuts 











if 





The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Waerechouses——New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohie 





UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 
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No. 52 
Snap Top 
Oil Cup 


4 


Ne. 
Wick Feed Reservoir 














GREASE Cups 
and OIL Cups 


An intelligently selected stock of grease and oil cups is indis- 
pensable to the hardware dealer. The constant demand for 
them as repair and replacement parts as well as for new work 
makes them a profitable article to handle. Your stock is incom- 
plete without them. 





You cannot go wrong in stocking Empress Grease and Oil 
Cups. Manufactured by a concern whose sole business for the 
past thirty-eight years has been the manufacture of lubricators 
for every purpose, they are preferred by machinery builders as 
standard equipment on all types of machines. 


The few styles shown here are excellent for the hardware 
dealer’s stock, but other Empress cups are equally good. Your 
jobber handles them. 


BOWEN PRODUCTS CORPORATION 
AUBURN, NEW YORK 


Branches 
NEW YORK. 220 Broadway 
DETROIT. 2760 W. Warren Ave. 
KANSAS CITY, 411 Mutual Bldg. 
BOSTON, 161 Massachusetts Ave. 


CHICAGO, 412 Wrigley Bldg. 
CLEVELAND, 7113 Euclid Ave. 
MINNEAPOLIS, 983 17th Ave. 
SAN FRANCISCO, Monadnock Bldg. 


Complete data on these cups and over fifty other types of grease 
and oil cups is given in Booklet No. L-104 A. Write for it to-day. 














Grease Cup 


No. 207 
Leather Packed 
Grease Cup 








No. 249 
Ratchet 
Grease Cup 
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Another Good Seller for You 


The Standard Drill Holder and Gauge 


HERE once was confusion in the mechanic’s shop is needs as easily as a smoker picks out a cigarette from the 
Wow neatness and order with the Standard Drill Holder package. 

and Gauge. Display this Drill Holder and Gauge well on your counter and 
No more lost time in hunting for this or that drill. No more watch how it attracts the eye of almost every mechanic. This 


fussing and fuming. The mechanic picks out the drill he easily secured interest will lead to orders, 


New York: 94 Reade St. T : Fredk. Pollard & Co., Ltd., London 
q d Leicester, England 
iow: sv. [HE STANDARD TOOL (0. “,: 
S D: D L - Paris, France—Burton Fils. 


Washington Blvd. 
CLEVELAND 











L 


BABCOCK 


SPRUCE LADDERS 


Manufactured of 
Air Dried Spruce, full strength of material in; 
don’t take chances, accidents are expensive. 
Be sure ladders are marked 


BABCOCK SPRUCE 


WRITE FOR PRICES 


W. W. Babcock Co., Bath, N. Y. 
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Single Ladder 























Common 
Extension 


Safety Close Top Fruit Victor Fruit Single 
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American Steel & Wire 
Company 














American Steel & Wire Company 


Sales 











Offices : New York, Boston, 
Worcester, Philedcinnia, Pittsburgh, Buffalo, Detroit, Cincinnati, Baltimore, 
Wilkes-Barre, St. Louis, Kansas City, Minneapolis. st. Paul, Oklahoma City, 
Memphis, Dallas, Denver, Salt ke City. 
*San Francisco, *Los Angel 
*United States Steel Products Company. 





When your customers de- 
mand the best in barb wire 
at the lowest cost you will 
find that American Steel 
& Wire Company brands 
successfully meet their re- 
quirements. 

Great tensile strength, 
extra heavy galvanizing, 
regularity of twist and 
firmness of barbs, are out- 
standing features of the 
following brands: 


Baker Perfect 
Waukegan 
Ellwood Glidden 
Ellwood Junior 
American Special 
American Glidden 
Lyman Four Point 


Write for catalogue and prices 


les, oPortians. *Seattle. 





Atlanta, Birmingham, Cleveland, 





Get the Right 


Line 


to sell 


with the aid of the 
CLASSIFIED SECTION 


Hardware Age 


239 W. 39th Street, New York City 
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JARCADE.... TOYS; 








New Ideas! New Products! 


Second Annual Show 


NATIONAL 
HOUSE FURNISHING 


MANUFACTURERS ASSN. 


Jan. 14-19, 1929, inclusive 


CHICAGO HOTEL STEVENS 


Plan to be in Chicago 
for this 
GREAT EXHIBIT 


of 200 Manufacturers 


The splendid success of this exhibit last 
January will be greatly exceeded. There 
will be more exhibits, a larger attend- 
ance, more information available. 


For months, manufacturers have been 
planning their showings. Here you will 
find the latest merchandise for spring, 
the newest ideas for special sellings. 

. The additional profits you will make 
after attending this exhibit will repay 
your time and expense many times over. 


Annual Meeting and Banquet of 
NATIONAL POT AND KETTLE CLUB 


During the exhibit, the National Pot 
and Kettle Club will hold its annual 
meeting and banquet—an uproarious 
timeis promised. Entertainment! Music! 
Friendship! You will meet all your 
friends. Don’t miss it! 


For Registration Card, address 
NATIONAL HOUSE FURNISHING 


MANUFACTURERS ASS’N 
Room 802 


189 W. Madison Street Chicago, IIl. 

















ARCADE 


CAST IRON 





Ford Weaver 
Wrecker 


At 
The 
New York 
Toy 
Fair 
Feb. 4 - Mar.9 


Arcade Toys, made to run and built to 
wear for every kid everywhere, will be 
displayed at the New York Toy Fair. 
They are toys that sell rapidly the year 
round and add color and prestige to 
your counter. 














eMade by the 
‘Tiny. readians 


HAKDWARE 


ARCADE S*Patts 


Write us for Catalog - Ask your Jobser for Prices 


ARCADE MANUFACTURING CO. 


FREEPORT - - + ILLINOIS 












































JARCADE :::. TOYS: 
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Bert 
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Say 


° He Could 






Hardly Believe the Figures. 


Hardware Merchant finds 

customers eager to purchase 

products they Wanted but 
wouldn’t Hunt for! 


A progressive hardware merchant had 
been selling tools a long time. And 
Millers Falls Tools had always comprised 
a large part of his stock. They sold well. 
As fast as any tools. 


But when he put in a complete Millers 
Falls window display, he could hardly 
believe the figures. Sales for the month 
showed an extraordinary gain. 


So he asked us for the reason, 
and this was our answer. 


Ready-Made Business 
He Never Tried to Get 


“There are a certain number of people,” 
we told him, “‘in every town, who read 
magazines in which Millers Falls adver- 
tising is very dominant. All the best tech- 
nical magazines, used by mechanics and 


MILLERS FALLS CO. 


carpenters. The industrial magazines read 
by the industrial tool buyers. The man- 
ual education magazines read by the 
manual training instruc- 

tors in the schools. And P 
most important, the mag- 


» TWELVE MAJOR 


Millers Falls Tool they had decided 
to buy. ”’ 


Typical Case 
That is a typical case. In 


azines like Popular TOOL LINES thousands of towns, the 
Science Monthly and Braces country over there are 
Popular Mechanics, read Hand and Breast plenty of people ready to 
by nearly every man and Drills buy these tools when you 
boy who is handy with Levels are ready to sell them. 
tools and likes to make Hack Saw Blades 
things. Hack Saw Frames: If you are now carrying 
Automatic Tools| Millers Falls Tools, 
“These people are all New Electric Toolshop don’t let this Ready- 
pretty well sold by the Plain Screw Drivers Made business slip by. 
advertising on Millers Mitre Boxes We do this advertising 
Falls Tools. Bb aber ng - for you: so you can sell 
Nail Sets and Punches more tools at a better 
“They’re willing, often Bit Extensions profit, through faster 


eager, to buy them. But 
naturally, they won’t go 
all around looking» 
for them. 






“So when you put in 
your complete window dis- 
play, you simply reminded 








MILLERS FALLS 
TOOLS 


SINCE 
1868 
a whole lot of people about some 


turnover. 


Put in a Millers Falls 
window display now. 
Then, if you want to 
see the power of ad- 
vertising on good tools, 
wait till a month is up and 
check your sales. 


MILLERS FALLS, MASS. 


NEW YORK: 28 Warren St. CHICAGO: 9 So. Clinton St. 
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“There IS a Difference in 


SASH CORD” 


High, low or medium, whatever price 
he pays, your customer is entitled to 
the best value for the money—assured 


you in each of our BRANDS.* 


F you decide on one of our brands, 

you will get uniform quality that you 

can recommend to your customers. 
A manufacturer cannot afford to make 
cord which is not uniform and dependa- 
ble if he wants to keep your trade. 


Examine the cord you are buying. See 
what kind of yarn is used. See if the cord 
is the same all through. See if it is evenly 
braided and smoothly finished. 


Samson Spot Sash Cord. Known to 
architects and builders for more than 


Trade-Mark Reg. U. S. Pat. Off. 


thirty-five years as the most durable ma- 
terial for hanging windows and the cheap- 
est in the end. Made of fine plied yarn 
spun in our own mills, carefully in- 
spected, and guaranteed free from flaws. 


Phoenix Sash Cord. A good, uniform 
cord for ordinary commercial work, at a 
moderate price. 

Sachem Sash Cord. The utmost in value 
at a low price. 

We also make other braided cotton 
cords of all kinds and sizes, for all pur- 
poses, including clothes lines, awning 
line, small braided lines, large braided 
rope, etc. 

We shall be pleased to send you our 
catalogue promptly, upon request. 





*SAMSON 
SMALL LINES 


*SAMSON 
ROPE 


*BLACK-BIRD 
CLOTHES LINE 


*PHOENIX 
SASH CORD 


*SAMSON SPOT 
SASH CORD 


SAMSON CORDAGE WORKS 


88 BROAD STREET, BOSTON, MASSACHUSETTS 

















HARDWARE AGE for JANUARY 3, 1929 


Atkins Brings The Saw User~ 
INTO YOUR STORE 









CARPENTER CUSTOMERS COME IN 
COUNTLESS NUMBERS TO PURCHASE 
ATKINS SILVER STEEL SAWS 


Hundreds of first class hardware merchants 
throughout the United States and Canada have 
cashed in on Atkins SILVER STEEL SAW DEM- 
ONSTRATIONS. 


The Independent Hardware 
. Dealer’s Opportunity 
for Greater Sales 







WHY NOT TAKE ADVANTAGE OF IT 


Send for our plan to increase your sales of Atkins 
Saws, Saw Tools and Saw Specialties. 





START THE NEW YEAR RIGHT 


We will back you to increase your Atkins’ Saw and 
Tool profits in 1929. WILL YOU GIVE US A 
CHANCE? 


Only Atkins dealers can share in this profitable 
business, 





Full details sent upon request. 








E. C. ATKINS & COMPANY 


ESTABLISHED 1857 The Silver Steel Saw People 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Atlanta Minneapolis Portland 
Chicago Paris, France New Orleans Vancouver, B. C. San Francisco 


Memphis New York Seattle 
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Contents Readers Who Read 


: T the beginning of the 
Trade Winds, by Llew S. Soule..... aa ada new year it is encourag- 


Organize Forces for More Tool Trade in 1929.......... ing to note that the flow 


The Only Permanent Thing in Life Is Change, by of Hosters Path i cyeemges t cages 


Saunders Norvell unabated. That they have re- 


One Hundred Years of Progress Celebrated by Geo. cewed real practical help from 
Worthington Co. their favorite trade paper i. 


Study Advertising of Successful Stores, by Guy mike.. ‘ very evident. The coming 
issues will be even greater in 


Prize Winners in Remington concen Week Window their helpfulness. 
Display Contest ...... Next week’s issue carries 


What Price Hardware, by C. J. Whipple 5 eight pages of toy and sport- 


ing goods articles fully illus- 
Conde of Watertown Keeps Step with Progress trated. The regular features 


Business Outlook for 1929, by Alvin T. Simonds maintain their usual excellence. 
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General Market Information. . What They Say About Us 
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Cutlery Department It has been just like an up-to- 
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Cusvetanp: WiLt J. Feppery 239 Ww. 5oth St. editorials, and advertisements ap- 
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1929 


SPREAD the riches 


of McKinney Forged Iron 
before your customers 




























ne 
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The thought of using Forged Iron hardware for the new 
house carries a very real thrill to most people. There’s 
romance in its rich background, its rugged texture, its 
sturdy form. And there’s more money for the dealer when 
thrills and romance accompany a sale. 


FKL LAN | McKinney Manufacturing Company, Pittsburgh, Pennsylvania 


McKINNEY 


FORGED IRON HARDWARE 
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WINDS 


By Liew S,. SOULE 





BE 


BUSINESS FORECASTS 


the steel and iron industry, is a recognized au- 

thority on conditions as reflected in that industry. 
It is therefore well to consider what it says in regard to 
business forecasts, since the hardware business is so de- 
pendent upon conditions in the basic industries. 


We quote from the December 27th issue of that publi- 
cation: 

“We are in the season of trade forecasts and the wise 
reader will endeavor to appraise them in the light of the 
working out of forecasting in past years. Judgment will 
be according to two points: whether forecasts have shown 
any consistent tendency to err on one side or the other, 
the brighter or the darker, and whether they have been 
borne out with sufficient closeness to justify much reli- 
ance being placed upon them in future. Reference of 
course is here made to forecasts by men who are well 
posted and whose main object is to tell the truth as they 
see it. 

“We have checked over forecasts made by some emi- 
nent authorities one year ago and two years ago, i.e., 
forecasts for 1927 and forecasts for 1928, and compared 
them with the outcome. On the whole the showing is 
favorable to the forecasters. 


“The year 1928 has been a good year and the forecasts 
a year ago had it so. There was a note of confidence in the 
utterances and that is made more noteworthy by the fact 
that this was a presidential year and there had long been 
a rather widespread opinion that being a presidential 
year is a distinct handicap. 


“The forecasts for 1927, on the other hand, had been 
rather unfavorable. Generally the forecasters spoke of 
the year as a whole and predicted that it would not be so 
good as 1926 had been. They were right, broadly speak- 
ing, in their statements, but they missed the important 
point of the two halves of 1927 being quite different. 
The first half was fairly good, while the second half was 
distinctly poor. Steel ingot production lost less than 1 


[ive IRON AGE, from its commanding position in 


per cent from the first half of 1926 to the first half of 
1927, whereas from the second half of 1926 to the second 
half of 1927 it lost 13 per cent. Freight car loadings 
ran ahead until May, so that the half year showed a slight 
gain, while the second half was fully 6 per cent under the 
second half of 1927. 


“One may be disposed to set a mark against the fore- 
casters for missing this point, but there is another way of 
looking at it. Apparently they did recognize the under- 
lying conditions and properly appraise their outcome. 
It would seem that they did not realize how far ahead 
they were looking. One might say they did not make 
sufficient allowance for the momentum of business, the 
year 1926 having been a very good business year, setting 
up such a pace that it required time for adverse influences 
to work out into decreased trade. Now, the superficial 
way to predict is to look things over and predict more of 
the same, whether good or bad. That the forecasters did 
not do. 


“In no sense are the present remarks intended as a 
forecast, their sole object being to suggest how the fore- 
casts of authorities should be received; but it does seem 
that we have a set of conditions which while quite differ- 
ent in detail from those of two years ago have this in 
common, that there is much momentum while some ad- 
verse influences have arisen lately. The year 1928 was 
good in its first half and has been still better in its second 
half, which means that there has been a gaining in 
momentum.” 


According to many authorities in the trade, that mo- 
mentum will in itself have an effect for good business in 
1929. At least there is little to reflect pessimism as we 
start the new year. 

The fact remains, however, that our individual pros- 
perity will rest largely on what we do individually to 
earn prosperity. 

In the hardware trade it is a question of men rather 
than conditions. 
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Here is a tool window that inspires confidence in high grade tools. 





& Sons, Moline, Il. 


It was used with outstanding success by Thos. Dunn 


ORGANIZE FORCES for MORE 
TOoL TRADE in 1929 


Attracting Tool Buyers to Your Store Is 
Largely a Matter of Merchandising Methods. 
Here Are Some of the Successful Plans That 


HETHER or not you have 

been satisfied with your tool 

trade in 1928, you can and 
should organize forces to increase it 
in the coming year. During the past 
few years forward-looking hardware 
merchants have increased their tool 
business by giving the department the 
same attention to merchandising 
methods that have been successful 
on other lines. 

A study of the tool trade today 
readily reveals the fact that it is, 
generally speaking, divided into two 
groups of prospects. The mechanic, 
while still using hand tools to a great 
extent, is going in for the power 
type of tool more and more. Here, 
of course, the hardware merchant 
may be a factor, but for this article 
we are concerned with the hand tool 
trade. The amateur is now a far 
greater possibility in so far as the 
hardware merchant is _ concerned. 
Therefore, we offer a few of the 
methods that have been successful 
with other hardware firms. 

One of the first details in the sell- 
ing of tools, apart from a knowledge 








Have Been Used by Others 


of their use and care, is their display. 
In this connection it has been found 
that tools that are placed handles 
forward in such a way that the cus- 
tomer may lift them naturally will 
sell several times as fast as when 
placed in a reverse position. There 
is also the fact that visible price tick- 
ets permitting the customer to ex- 
amine and consider the merchandise 
will, in a majority of cases, sell the 
item without a moment’s time spent 
by the salesperson in convincing the 
customer. 


Selling the Customer an Idea 


In displaying tools try to show the 
prospective purchaser what the 
ownership of good tools will mean 
to him in satisfaction and profit, not 
simply that you want to sell him 
something. This can be done by 
displaying the various working draw- 
ings, the books on the use of tools 
and the suggestion of keeping the 
home in repair. Keep in mind that 
you are looked upon by the amateur 
tool-user as an adviser on the use 





of tools, and you will have him as a 
regular buyer. 

Display will reach the people who 
come to your store. The next step 
is to reach out to those who have not 
visited your tool department or who 
do not do so as often as you want 
them to. Advertising is necessary 
here. Whether you use newspaper 
or direct mail advertising, give the 
tool department its rightful share of 
the publicity. People will respond to 
your tool department’s message just 
as readily as they will to the other 
departments. 

Another means of attracting pros- 
pective tool buyers to your store is 
the demonstration. Manufacturers 
are ready to assist with this form of 
advertising. Saw “fiddlers” who 
produce really enjoyable melodies by 
manipulating the violin bow and the 
saw are available. Manufacturers 


will give information regarding this 
to dealers-wishing to put on a dem- 
onstration. 

Some hardware men have made a 
success of tool selling by offering 
This particu- 


tools in assortments. 
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larly appeals to the amateur, and 
many women buy tools in these 
assortments simply because there is 
an element of help in the idea. They 
are thus taught what tools are 
needed for the average small job 
about the house. It incidentally 
makes the sale of a kit of tools where 
otherwise a hammer or a screwdriver 
would be the limit of sale. This idea 
might be overdone, but there are a 
number of tools that may be sold in 
this way, especially to women. 


Following the “Fads” 


Helping to promote a bird house 
building campaign will attract the 
interest of the boys to your store. 
Cultivation of the manual training 
students is a good and convenient 
way to do this. Such work on the 
part of the boys has the enthusiastic 
approval of the parents and also leads 
them to become regular customers of 
the hardware store. 














Farmers Good Customers 


Do not forget that the farmer is | 


With so much modern farm machin- 
ery and the large amount of conse- 
quent mechanical work on the farm. 


also a good prospect for tool sales p= customer is increasingly impor- 





tant to the hardware man. Address 
your appeal, both advertising and dis- 
play, to him also. 


A demonstration such as mentioned in this article was put on by Swanson & Sons, 


Red Wing, Minn. 


Finally, remember that if you will 
give your tool department the atten- 
tion it deserves it will return profits 
| for the effort expended. 





The MAN BEHIND the COUNTER 


GOOD many hardware store salesmen fail to real- 

ize that they may be of real help to their customers, 

especially to young housewives who are not ex- 
perienced in the purchase or use of cooking and house- 
keeping equipment. One business man declares that he 
discovered that out of the 18 girls in his office, not one 
of them knew how to make an acceptable cup of tea. 
It may be imagined that such girls, married, are going 
to be ignorant of a good many household utilities and 
utensils. When they come to the hardware store to buy, 
they must be dependent to a large extent upon the judg- 
ment and helpfulness of the man behind the counter. 

Customers of that type are very likely to come shop- 
ping in a nervous, not to say irritable mood. They don’t 
know just what they want and they don’t know just 
what to ask for. They will be amenable to suggestions 
and tactful salesmanship will result in the sale of other 
items than merely the one thing first required, provided 
the salesman shows that he is trying to help in the choice 
of utensils that will make housekeeping easier. Once 
gain the confidence of such a woman shopper and deserve 
it, she will become a steady customer for the store, prob- 
ably for the individual salesman. 

According to a recent London news dispatch, one East 
Indian Maharajah is ordering his note paper from Edin- 
burgh and paying 30 cents a sheet for it. The paper is 
a fine grade of rag stock, with the initials of the Prince 
embossed upon it on a background of real mother-of- 
pearl. The first order was for 10 reams. 

It would be agreeable to have that sort of a chap as 
customer in the hardware store, wouldn’t it? He would 


want coffee percolators with gold spouts, double boilers 
of Sheffield plate, inlaid with mother-of-pearl, and 
when he dropped in to get a paint brush, he would want 
one with a sterling silver handle. 

Once in a while I hear a retail hardware salesman de- 
clare that there is no Opportunity in the business, no 
chance to amount to anything. When I hear that kind of 
talk, I am always reminded of the fact that the men who 
do amount to something are usually men who seem to 
have had even less opportunity than the average young 
man behind a hardware counter.” In the middle west 
there is a man named Jones whose sausages are known 
from one end of the United States to the other. He 
was crippled by paralysis in early childhood. He had it 
in him to build up a nation-wide business and he has done 
it. And a young retail hardware salesman, possessed of 
all his physical and mental faculties, thinks he can ac- 
complish nothing unless some wonderful and unusual op- 
portunity. Success for a hardware salesman, or for 
anyone else, is dependent upon what is in that man, not 
upon what is around him. 

I thought, when I heard the salesman recommending 
a $1.25 kalsomine brush and guaranteeing it, that he was 
more anxious to meet price competition than to sell some- 
thing that would give satisfaction. “If that brush isn’t 
every bit as good as the dollar and a quarter brush, you 
say Bill Edwards had from Montgomery Ward and Com- 
pany, you can have your money back any time.” 

It was just a coincidence that I happened to be in that 
store again a month later when the buyer of the kalso- 

(Continued on page 64) 
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The Only Permanent Thing in Life is 





(CHANGE 


Extracts from an Address delivered by Saunders Norvell in 
Cleveland, December 27, at a Banquet Celebrating the One 
Hundredth Anniversary of The George Worthington Company 


NE hundred years ago people were using tallow 

dips for light. In those days men educated them- 

selves painfully, reading the few books they had by 
the flickering firelight. 

Whale oil was also used. To gather this valuable 
oil there flourished a prosperous whaling industry at 
New Bedford, Martha’s Vineyard and other towns on 
the eastern seaboard. 

Later came coal oil. It smelled terribly. Coal oil was 
full of impurities, of which gasoline is a by-product. 
Coal oil frequently blew up, with disastrous results. In 
time came the gasoline stove, and gasoline was separated 
from coal oil. Then came the automobile and gasoline, 
the by-product of coal oil, became the more important 
of the two. 

After oil lamps came gas. Many of our citizens, 
accustomed to lamps, when they came to the city blew 
out the gas and passed on painlessly to a better world. 

Then came electricity, the light we are using tonight. 
[ presume the next move will be electric lighting by 
radio; in other words, without wires. The little elec- 
trons, which have never been seen by a human being, 
give us the electric light. There are exactly twenty- 
nine electrons revolving at a furious rate in every atom. 
Each atom with its twenty-nine electron satellites makes 
a complete miniature solar system in itself. So we have 
traveled here in Cleveland through all the fashions in 
light—from tallow dips to electricity. 


FOREIGN GOODS 


One hundred years ago practically all of our hard- 
ware, cutlery and kitchen utensils, except a few castings, 
were bought in Europe. When a consignment of 
European goods was received it was advertised in the 
local paper and by circular—first come, first served. 
The country around Cleveland, and especially westward, 
was almost a wilderness. The pioneer with his axe was 
building his cabin and clearing away the forest. 

Stoves were practically unknown. Cooking was done 
in an open fireplace—cranes supported the pots and 
kettles. Broiling was done on spits. These spits were 
turned by the children, and sometimes by a contrivance, 
the motive power of which was furnished by a dog. 
Imagine the juicy quail, grouse or prairie chicken re- 
volving on these spits being nicely broiled, while the 
juices fell into a receptacle below, to be used in prepar- 
ing the sauce. 

The larger part of the axes, shovels, picks, saws, 
chisels and tools of that day were brought over from 
England. Later came the Spear & Jackson hand saw, 
made in England, that is possibly remembered by some 





of the older hardware men present. Then later in 
America came the Disston, Atkins and Simonds saws. 
The present generation probably have never seen an 
English hand saw. As a matter of fact, Atkins and 
Disston hand saws are today common articles of sale in 
ironmongery shops in England, France, Australia, China, 
Japan and other foreign nations. 


PACKAGES 


In the early days such convenient packages as we 
have now were unknown. Even the best hand saws 
came wrapped up in paper packages. I remember when 
I was a stock clerk my house carried a complete line of 
Stubbs files. I remember the taper files were wrapped 
up in greasy paper—one-half gross to the package. 
Pasteboard boxes in the early days were almost un- 
known. Almost everything in hardware was wrapped up 
in paper, and, of course, when a package was once 
broken, it was a great problem how to take care of the 
goods. This condition led to the old hardware houses 
having numerous drawers where the broken packages 
could be opened and dumped. 

Some thirty years ago enterprising manufacturers, 
and also jobbers, had their goods put up in wooden 
dove-tailed boxes. This box was supposed to be the 
last word in packages, but it was soon found that the 
wooden box was not as endurable as the pasteboard box. 
If a wooden box of files, for instance, happened to be 
dropped on the floor, it was good-bye box! Experience 
proved that a good, strong pasteboard box was better 
for many goods than the wooden box. Besides that, 
the price of wooden boxes constantly advanced, and it 
was more economical to use the pasteboard box. 

Even cutlery, in those early days, came to us wrapped 
in paper. How well I remember many lines of German 
goods, pocket knives, pliers, etc., wrapped in this mis- 
erable paper, with their cheap green labels, the numbers 
and sizes written on the label by hand in ink. 


TRANSPORTATION 


On the 17th of December I had the pleasure of at- 
tending in St. Louis the one hundredth birthday of my 
wife’s father, Mr. Leonard Matthews. When Mr. Mat- 
thews, almost a hundred years ago, left Baltimore for 
St. Louis, it took him one month to make the journey. 
It was accomplished by stage coach and boat. Thirty 
years later, when Mr. Matthews took an eastern trip 
on his honeymoon, travel had very much improved. He 
made the trip from St. Louis to New York by stage and 
rail in two weeks. 

Railroads in those days were just starting. Private 
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companies organized and built a few miles of railroad. 
Changes were frequent. Gages for railroads were not 
established. Trains running over one line could not run 
over other lines. There were no great railroad systems 
as at present. In those days travel by rail was little 
better than traveling by coach. 

One form of travel that was very popular with young 
married couples was to take their honeymoon on a canal 
boat. This method of transportation was not rapid but 
it was pleasant for the beaus and belles of that day, 
with their beaver hats and hoop skirts to sit calmly on 
top of the canal boat and watch the landscape pass. It 
could not have been very exciting, but it was probably 
good for the nerves! 

Roads in those days were terrible. When Andrew 
Jackson was elected President of the United States it 
took him thirty days to drive from the Hermitage, near 
Nashville, Tenn., to Washington. There must have 
been plenty of time for reflection. 

Now, stop and think not only of our magnificent 
railroad systems that render such wonderful service 
but also of the bus lines that cover almost every part 
of the country. Are you aware that today you can go 
by bus from New York to San Francisco, just changing 
from one bus to another? There are new sleeping 
buses in the West, with a combination of twenty-six 
sleepers on one bus. These buses have smoking rooms 
and washrooms. Not only have we railroads and bus 
transportation but now, of course, we have airplanes. 
If you miss your train, and if your engagement is a 
very important one, all you have to do is to take an 
airplane. 

In those good old days, naturally mail was also slow. 
Today it is a common thing in New York to send our 
letters to the Pacific Coast by airplane; in fact, that is 
becoming the customary method. Such a letter mailed 
at 10.15 a. m. on Monday in New York reaches San 
Francisco on Tuesday, the next day, at 4.30 p. m. Ev- 
erywhere, in all directions, science and enterprise have 
been cutting down the time it takes us to accomplish 
things. 

In those good old days, merchandise was sent by 
mail or by wagons out to the Ohio and Mississippi 
Rivers. Then it was loaded on steamers. From St. 
Louis there was a regular line of steamers that not only 
reached St. Paul and Minneapolis but also by way of 
the Missouri River carried merchandise to Montana. 
Then, of course, the Mississippi, with all of its tribu- 
taries, in the early days, was covered with steamers 
plying between one sihpping point and another. Those 
were picturesque days on the river! Palatial steamers 
with various rooms were named after States, and for 
that reason we now hear of staterooms. The upper part 
of the steamer, where the captain and other officers 
slept, was called “the Texas.” 

In my early days as a stock clerk I had a large order 
to fill for a large western point. The goods were taken 
by boat up the Missouri River and then carried overland 
by wagons. The cost of transportation was, naturally, 
very high. Our instructions were to pack only in boxes 
of a certain size and to use no hay or straw in packing. 
Instead we were to use gun wads in place of straw or 
hay, because gun wads could afterward be sold. 

Those were the days when we sold shot in sacks, 
boxes of musket caps, gun caps, powder horns and shot 
boxes. With the coming of modern metallic ammuni- 
tion and loaded shells most of this business has passed 
away. Always change, and always in the direction of 
speed! The specialist of today, who can set his own time 
at a high price, is hardly going to waste his time loading 





his own shells. He buys them loaded to save time. In 
fact, where we study every change that has taken place 
we see that everything that saves human labor and time 
has crowded out old methods. 


OFFICE WORK 


How our modern office workers would laugh at the 
equipment of an old-time office! Books were kept by 
hand. The old double entry system was in vogue. | 
have looked over*many sets of old books, and they were 
beautifully kept. Bookkeepers in those days were proud 
of their penmanship, of their figures and of their ac- 
curacy. When the loose leaf system of bookkeeping 
came in these old time bookkeepers were aghast. “You 
will lose the pages,” they cried. To this the modernists 
answered, “Yes, but the money in your pocket is loose. 
Do you lose the money?” 

Then following the loose leaf system of bookkeeping 
came bookkeeping by machines on cards. In the offices 
of many of our modern corporations they have very few 
books, practically the entire system is kept by machines 
on cards. 

Invoices in those good old days were written out by 
hand. All extensions were done mentally. All addi- 
tions were in the head. In those days bill clerks knew 
how to multiply, subtract and add. 

One of my first jobs as a boy was to copy bills on a 
letter press. How many here remember the old-time 
tissue paper copy books, the wet rag, the blotters and 
the presses? It was some job to copy an invoice with- 
out tearing out the wet tissue paper leaf. It was a 
delicate operation and took time. 

Now, all this has passed away. Our billing today is 
done on billing machines. Extensions are done on the 
machines. Adding is done on adding machines. All 
these improvements and changes have saved time and 
human labor. 

You remember the old letter press. Every office had 
its stand with its letter press, its letter book and its 
bowl to hold water, also its brush with which the water 
was applied to the tissue paper pages of the book. 

When it was first suggested that carbon copies be 
made of letters and that these copies be filed, the idea 
was hooted at. Such copies would not be legal. They 
were not copies. They might be changed. They might 
be lost. But doing the work this way saved time and 
saved labor, and so the old system has passed away, and 
now all our letters are typewritten and we file the copies, 
and these copies have a standing in every court of law. 

Then there are other improvements in office equip- 
ment—the advent of cash registers that took the place 
of the old cash drawer. I can remember when cash 
drawers were a regular part of every hardware store. I 
can remember the tinkling bell, when they were pulled 
out. I can also remember the price. The last dozen I 
ever sold cost $21—$1.75 per drawer. Now think of 
what has been accomplished in cash registers. These 
modern registers do everything but draw off a trial 
balance. There are accounting machines now under 
way that do everything that a human being can do. 
These machines, connected with a cash register, will 
not only keep track of the cash, keep a set of books for 
the store, but they will also keep a maximum and mini- 
mum inventory. All to save time and to save human 
labor ! 


BUILDINGS 


What a change in buildings! In the old days elevators 
were rare affairs. Heavy goods were only carried on 
(Continued on page 101) 
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EXECUTIVE PERSONNEL OF THE GEO. WORTHINGTON CO. 


One Hundred Years of Progress 


Seated: Ernest Tite, C. H. Bliel, W. D. Taylor, President; L. H. Weber, Chas. L. Seith, P. M. Deming, Chairman of 
the Board; H. H. Riddle, H. E. Hulburd, Vice-President and Sales Manager; A. J. Gaehr, Vice-President and 


Treasurer; J. G. Schulium, Secretary and Assistant Treasurer; D. Aitken. 
L. D. Kollar, A. Andrews, Len C. Loomis, B. Bernheim, T. H. Schuttenberg, Elmer Theis, J. A. Palm 








NE hundred years is a long time. But a century 
of active, progressive service means something 

more than the mere passing of time; it represents 
accomplishment built upon the foundations of stability, 
fair dealing and confidence. 

This is particularly true with regard to the Geo. 
Worthington Co., Cleveland, Ohio, wholesale hardware 
distributors, who this year celebrate the one hundredth 
anniversary of their advent in business. It is indeed an 
enviable record of accomplishment in which the hard- 
ware industry as a whole takes justifiable pride. 

It was not always the large, well-known and influ- 
ential company that it is today. Its beginning was of 
the humble sort, based on a young man’s ambition to 
fill a community’s need. 

Back in 1829, George Worthington, who had just 
finished a four years’ apprenticeship in a retail hardware 
store of Utica, N. Y., decided to go into business for 
himself. Finding the local field adequately served by 
the existing merchants, he set forth on horseback for 
Cleveland, a real journey in those days. It was just at 
the time when the Erie and Ohio Canal was in course 
of construction, and young Worthington found the 
workmen of Cleveland sadly lacking in tools and other 
equipment for the completion of the undertaking. 
Cleveland certainly needed a hardware man. 

Young Worthington, sensing the need, rode his horse 
back over the trail to Cooperstown, N. Y. There he 
borrowed the sum of $500 and went on to New York 
City, where he invested it in shovels, spades, picks and 
other tools needed by the canal workers. The goods 
were shipped via Erie Canal to Buffalo, and thence by 
schooner to destination. Hurrying back to Cleveland, 
at that time a town of about 1100 population, the young 
adventurer easily sold out his stock, doubling his money. 

Again he went to New York, this time selecting as 
varied a stock of hardware as his thousand dollars 
would buy, and shipping it to Cleveland. Returning, he 





Standing: Len Moon, A. H. Leppert, 





opened a store in a small, vacant building at what is now 
the corner of Superior and West Eleventh Streets. Such 
was the modest beginning of the Geo. Worthington Com- 
pany, as it stood on the threshold of its first hundred 
years of service. 

Today we find the Geo. Worthington Company looking 
back over a century of steady, enduring progress, and 
confidently facing a future of centuries to come. The 
once small town of Cleveland is today an intensely active 
community of nearly a million population. Surrounding 
it is a rich trading territory dotted with thriving towns 
and cities. The Geo. Worthington Co. has shown an 
equal expansion, and today ranks among the foremost 
distributors of hardware and allied products. The 
physical growth of its business is graphically shown in 
one of the illustrations which accompany this article. 

Today more than 100 salesmen, with the heritage of 
the hundred years’ experience, travel Ohio, Indiana, 
Michigan, Pennsylvania, New York, Virginia, West 
Virginia and parts of Kentucky and the Carolinas, of- 
fering the retail hardware merchants of these States 
the warehousing and distributing facilities of their house. 

The progress of the original store was very rapid. 
Within six years Geo. Worthington had purchased the 
business of a competitor, McCurdy & Conkling, located 
one block away. The business was consolidated at the 
latter address, which later became Superior and West 
Ninth Streets section. An advertisement in the Cleveland 
Whig, announcing this merger, appeared in a column 
adjoining the news story which heralded the eventful 
discovery of the telegraph by Morse. There were no 
railroads in that country at the time. Ox carts, saddle 
horses and stage coaches provided the only available 
transportation until 1849, when Cleveland had its first 
successful railroad venture. 

Prior to 1849 commercial salesmen traveled by horse- 
back or stage. Either was slow and tedious. Mr. 
Worthington rode many weary hours in the saddle, 
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West Ninth Streets, which is the pres- 
ent location of the company, new build- 
ings having been added from time to 
time until the present establishment 
covers about 20 acres of floor space. 
With the coming of the railroad and 
as the commercial advance of the city 
required better financial facilities to 
meet this condition, George Worthing- 
ton became the leading spirit in the or- 
ganization of the First National Bank 
of Cleveland. He ably served as its 
president and also as president of the 
hardware company which bears his 
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name, until his death in 1871. 
was succeeded by General James Barnett, with whom 
he had been long associated. General Barnett died in 

(Continued on page 100) 





s| Celebrated by Geo. Worthington Co. 


traversing the counties of northern Ohio so thoroughly 
that his store soon became the leader in that section. 
Further expansion necessitated a removal to larger 
quarters on St. Clair Street between West Sixth and 


A graphic story of the physical development of ‘the Geo. Worthing- 
ton Company is shown above. 


HE’ Cleveland 

Whig, dated 

1835, carried an 
advertisement an- 
nouncing the fact 
that Geo. Worthing- 
ton had taken over 
the store formerly 
occupied by Mc- 
Curdy and Conk- 
ling, corner of Su- 


perior and Union Streets and were “now receiving a large and very general 
assortment of hardware, cutlery, saddlery, iron, steel, nails, etc., etc. The 
same issue heralded the advent of the Morse telegraph. 


In both capacities he 
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STUDY the ADVERTISING 


By GUY HUBBART 


sells goods? The answer is simple: It is in stores and selling methods. 


W:: ERE is the best retail advertising, the kind that dent. Good advertising and the best advertising methods 


‘ees where someone, either the boss, the wife or the are matters of growth the same as good merchandising 
janitor studies advertising. No store, hardware or any The greater part of this page, and others during the 
other other kind ever perfected its advertising by acci- year, is scveted to constructive criticism of hardware 




















Color Adds Cheer and beau- 
ty to Every Room 


With Chinamel you can secure 
the charming effects you've 
read about in the women’s 
magazine with but small out- 
lay in time and money. 

Dingy Walls Easily Abolished 


Chinamel Flat Wall Coat comes in 
soft, agreeable tints. Dries to a pleas 
ing mat that doesn't soll readily and 
can be cleaned safely with a damp 
cloth. Per 
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Patching 
Pinabar, GOB, 22 cwccccscccse 40c 
Don’t Store Old Furni- 
ture, Refinish It 
You need but few ard simple 
materials. 
Paint Remover, pint .. .45c 
Oil Stains, per pint .. . . Be 
March 31 to veut Stains, per pint 90c 
Chinamel Enamels in all 
April 7 popular colors 
Absolutely free a» Wood Filler, 1 tb, tin. . .25¢ 
2-inch all pur- Saul Paper, shtets, 2 for Sc 
pose enamel! paint Steel Wool, per box ... .10c 
brush with the Brushes, genuine — bristles 
purchase of one set ir rubber. .10c to $5.00 
quarter pint of Our experience with paints, 
Lacquér, colored varnish, lacquers, wall tints 
enamel or var- and furniture refinishing i 
rfsh, yours for the asking. 








MARCH 31st TO APRIL 7th 
FREE With each purchase of a quarter pint or 
more of Colored Varnish — O¢lored Enamel 
or Lacquer, a special Ohi-Namel 2-inch All Purpose 








Prush will be given free. 





TEE 229 " CLINTON—ILL. 


Sensible space (2 cols. by 11 inches) skillfully utilized. 
Type is clear and well set. Good cuts and headlines 
with ideas in them add to pulling power of items 


Right: Timely merchandising (run just before Thanks- 
giving) and vigorous display are good points. Size 3 
cols. by 10 inches 





Three Excellent Examples of Space Usage 
are Reproduced. Send in Your Ads and 
Watch this Page. 





There Could be no 
More Opportune Time 
Than the Present to 
Think of Your Table 


: And so tor one week we give you the benefit of 


O A Great Big Special Price 


DINNERWARE SALE ! 


Thanksgiving Day is near, and Xmas not so far away but that one can well afford to 
anticipate their Table requirements for these two great festive occasions, especially at these 
prices. 

97 Piece China Dinner Sets. 


All other China Dinner Sets $50.00 to $175.00 at a 10% Cash Discount. 
EXTRA SPECIALS IN “IVORY BAND” SEM!-PORCELAIN 
95 Piece Dinner Sets... shasbssalheliteciddhsicsotnshint ssceicsciesensithaleae $18.75, 
52 Piece Dinner Sets 
All other Semi-Porcelain Sets $19.00 to $35.00 at 2 10% Cash Discount. 
These are open stock patterns and can be bought by single piece or set. 


— SEE OUR WINDOW — 
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of SUCCESSFUL STORES 34,3, 


advertising. The object is to give practical suggestions 
to help you make your newspaper advertising sell more 
goods and build more good will for you, as merchants, 
and your stores as places of service to the public. 

When you send in a bunch of ads do not expect fool- 
ish praise or useless fault finding. Neither would do 
any good. 

These are the things to expect: 

(1) Ideas to improve the layout and setup of the ads. 

(2) Comments on the bad points for the purpose of 
improvement; comments on the good points for the 
purpose of guidance in studying your own ads and good 
ones of other stores. 

(3) Suggestions for improving copy; that is, text 
headlines and descriptions of goods. 

(4) Specific advice about how to use your news- 
papers if any are available. (Some stores in very small 
towns have only weeklies to use.) 

(5) Plans and methods for linking the ads with the 
selling programs of your store. 

And general advice on how to use space and how to 
study the day’s sales. 

I am your servant. But I can’t help much unless you 
help me. These are the ways you can do it: 

Send five or six ads at a time with a short letter. 
Tell me all you can about your business. None of this 
will be published but used as a basis for giving helpful 
advice and specific suggestion. 

Tell me what you think is the main trouble with your 
ads. If they are so well done they won’t sell a nickel’s 
worth, tell me that. If so poorly done they are really 
original, tell me that. Your opinion will help me to 
help you even if it is almost entirely wrong. 

If possible, send me one complete newspaper, so I 
can study it. Clip the rest of the ads of the group you 
want me to comment on and I'll do the rest. 


Comment by Request 


The three ads reproduced here illustrate in common 
a very good point: Sensible space usage—enough to 
show several items but not extravagant or costly. 

No. 1—Smith-Winchester Co., is three columns wide 
by ten inches deep. Copy is written in clear, direct 
English and gives facts about the goods represented by 
4 items. Everything is in the right proportion—captions 
are set in bold, clear type, cuts are placed so as to break 
up the space into equal parts so everything stands out. 
Women like this type of ad. It features something 
special in a special way. Item descriptions average 
about 17 words. Plenty, for the descriptions really are 
of values. 

Suggestion: This type of ad sells more goods when 
one or two items from an allied stock like stoves or 
cutlery are included. But all together it’s a fine example 
of good hardware advertising. 

No. 2—H. C. Beatty & Co., is 2 columns by 11 inches 
in size (22 inches) and has just enough material, cuts, 
copy and items to fit an every-day ad schedule. Cuts 
are placed with unusual skill. They make the ad look 
bigger than it is and this helps it to compete with other 
ads that may be on the same page of the newspaper. 
Type in the furniture section is a bit small but is set 





clearly. Eight items are featured. Copy is largely de- 
scriptive. It could be improved by a slight touch of 
human interest here and there. Notice the main head: 
“Color ads cheer and beauty to every room.” An idea 
in seven words! Ideas sell goods. Many stores can 
profit by studying this store’s advertising method. 

No. 3—Sumner Co., Ltd., is 3 columns wide by 10 
inches deep. It is mostly cut and caption, but five items 
in dinnerware are featured. The descriptions are set 
in type that is too fine to show up well and the ad would 
have sold more goods if each item had been described 
a little more fully. Still the ad features a special value 
and a special event. It has the extra merit of having 
been accurately timed—just before Thanksgiving. 

Suggestion: Why not set the five items (some other 
time, of course) in square type areas with about fifteen 
words of description for each. This would give the ad 
more “body” and the items more interest. 


Material well organized to fit space (30 inches) ; 
captions, cuts and body type are laid out for easy 
reading 

















Get the | Facts 
Before You Buy 


Let us tell you the facts about this heavy aluminum business. We've 
got to live here after we sell-you, so you can depend on what we say. 












It is scientifically made, with covers 
that keep the moisture in, and is the 
best ware there is for cooking with- 
plain truth. Heavy aluminum wears out water or with a minimum of 
forever, practically. “It does splendid bee oe sary this > a =~ 
ial ul way that saves 
cooking—is less likely to burn the values easily lost in ordinary cook- 
food—requires less watching. ing. 
We Sell Heavy Aluminum 
at Sensible Prices 


Teakettles French 
Percolators 


There is no finer cooking ware made 
than heavy aluminum.. That’s the 















Gook the healthful way— 4 
preserve vital food values. 

Smith-Winchester's ihsemene De. Make delicious, healthful coffee— 

= carries a complete line of that fairly melts in your mouth with 









‘agner Ware. a Wagner French Percolator. 
See the excellent Wagner Aluminum 
Ware, Kitchenware Devt.—Second 
Casseroles deen 









Saucepans 


$2.85 we 


Delicious baked apples, baked in their 





own juice is only one of the hun- 
dreds @f dishes made this health way. 


Kitchenware Department—Second Floor. 


| SMITH-WINCHESTER CO. 
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This window, by M. S. Young & Co., Allentown, Pa., was the winner of the Grand Prize of $250 in the Remington 
Sportsmen’s Week Contest, October 15 to 20, 1928 


HIGH GRADE WINDOW DISPLAYS 
Submitted in Remington Contest 


Dealers Feel Well Repaid for Their Efforts, Whether Winning 


Prizes or Not. 


ers in the Seventh Annual Window Display Con- 

test and Sportsmen’s week, celebrated during the 
week of Oct. 15 to 20, 1928. This annual event, spon- 
sored by the Remington Arms Co., Inc., 25 Broadway, 
New York City, aims to secure better merchandising in 
retail stores through better window display appeals and 
to encourage the dealer to utilize his window space to the 
fullest extent by arranging attractive and seasonable 
windows. 


A N unusual amount of interest was displayed by deal- 


Photos from All Sections 


Hundreds of excellent photographs were received by 
the company, showing appealing windows from Canada 
to Texas, and from the New England states to the Paci- 
fic Coast. Many hundreds of unsolicited letters were also 
received by the Remington Company after the prizes 
were awarded, indicating that the dealers who entered 
the contest felt well repaid for their efforts, regardless 
of the size of the prize won. The consensus of opinion 
obtained from dealers was that the windows paid heavy 
returns through increased sales. Some dealers reported 
that their sales had doubled and trebled, when compared 
with the same period of the previous year. 

Due to the general excellence of the photographs, the 
judges found difficulty in awarding the cash prizes which 





Some Report Trebled Sales 


totaled $5,000. The judges were Llew S. Soule, Editor, 
Harpware AcE; J. G. Taylor Spink, General Manager, 
Sporting Goods Dealer, St. Louis, Mo., and Rivers Peter- 
son, Editor, Hardware Retailer, Indianapolis, Ind. The 
contest was arranged in three groups. The first group 
was limited to retail dealers in towns with a population 
of 3,000 and under. The second group was for retailers 
in towns with a population of 3,000 up to and including 
6,000. The third group was open to dealers in towns 
with a population of 6,000 and upward. In each group 
an equal number of prizes were awarded. 

The Grand Prize for 1928 was awarded to M. S. 
Young & Co., Allentown, Pa., whose well balanced and 
appealing window display brought the company the $250 
award. The winner of the $100 first prize in the first 
grouping was the Lake View Store, Morgan Park, Minn., 
Hugh Saum, Edinburg, Va., and Coeur D’Alene Hard- 
ware & Foundry Co., Wallace, Idaho, were awarded 
second prizes of $75. Third prizes of $50 went to A. E. 
Phillips Hardware, Richville, N. Y.; J. T. Biggs & 
Son, S. Chrystal Springs, Miss., and the Ellensburg 
Hardware Co., Ellensburg, Wash. Fourth prizes of $25 
went to the Florence Hardware Co., Florence, Colo.; 
William Plummer Co., Minnewaukan, N. D.; F. C. 
Palmer & Co., Toppenish, Wash.; E. R. Adams, New 
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First prize in group 
2 ($100) went to 
this display of Es- 
condido Hardware & 
Furniture Co., Es- 
condido, Cal. 


The window shown 
at the bottom of the 
page was the entry 
of Jensen Byrd Co., 
Spokane, Wash. It 
was winner of first 
prize in group 3 
($100) 


REO KOM 


A 


Rockford, N. D.; Shipton Hardware, Leeds, N. D. and 
Wolters Bros. Co., Shiner, Texas. There were fifty 
prizes of $10 each, and one hundred and twenty prizes 
of $5. In the second group the $100 first prize went to 
the Escondido Hardware & Furniture Co., Escondido, 
Calif. Second prizes were won by Boonville Implement 
Co., Boonville, Ind. and the Duhamel Co., Rapid City, 
S. D. Third prizes were awarded to the Phelps-Dodge 
Mercantile Co., Morenci, Arizona; Leonard Hardware, 
Cherokee, Iowa, and A. H. Niewohner, Iowa. Jensen 
Byrd Co., Spokane, Wash., won first prize in the third 
grouping. M. Kunkel & Sons, Davenport, Iowa, and the 


Treat Hardware Corp., Lawrence, Mass., were second 
prize winners. Burhans & Black, Inc., Syracuse, N. Y.; 
Brown-Rogers-Dixon Co., Winston-Salem, N. C., and 
the Steel Hardware Co., Wichita, Kansas, were third 
prize winners. 

An important feature of this contest was the fact that 
window cards and other display material were furnished 
without charge by the sponsors of the contest. All re- 
tail dealers were eligible to compete in this annual event, 
the only requirement being that the free display ma- 
terial be used in some form. The judges based their 
decisions on the merits of the window displays, the size 
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of the cities, towns and villages having no influence on 
the choice of winners. 

It will be seen from the photographs of winners re- 
produced herewith that the displays were colorful, eye- 
catching, appealing and possessing many sales stimulat- 
ing qualities. There is a feeling that this and the pre- 
vious contests have contributed greatly to the general 





First prize in group 1 ($100) was awarded to this well arranged display by Lakeview Store, Morgan Park, Minnesota 


trend of better window displays. More hardware deal- 
ers are entering the contests each year, and it is with 
pride, we note that many winners in the 1928 contest 
were retail hardware dealers. More photographs of win- 
ners will be reproduced in coming issues of HARDWARE 
AGE, as space does not permit their appearing in this 
issue. 


The MAN BEHIND the COUNTER 


(Continued from page 55) 


mine brush came back to make his complaint. “The 
bristles come out of it,” he said. “You guaranteed it 
and I think you ought to give me back my money.” 

From where I stood I could see that he must have used 
that brush pretty nearly every day since he bought it. 
It was about worn out, through use, misuse or neglect. 
I recalled that the brush had not, strictly speaking, been 
guaranteed, but I was not surprised that the buyer 
thought it had been, and the incident ended by giving the 
man a new brush for the old one. The salesman had 
spoken definitely about giving the customer back his 
money, though he had not meant that as it was taken. I 
learned from that case that it is well to be cautious about 
making any loose statements about guaranteeing or re- 
funding, without making sure that the conditions are per- 
pectly understood by the buyer, especially in the case of 
cheap goods. 

a re 


When I see the different ways and the undecipherable 


handwriting in which my name appears on packages 
wrapped up and laid aside to be called for or delivered 
from the hardware store—and from other stores it is the 
same or worse—I am not so much surprised at the state- 
ment that the United States Post Office handles 360,000 
pieces of misdirected mail every day: I can’t even multiply 
to find out how many ‘that would bein a year, but the 
number is shocking to the belief that we know what we 
are about when we mail a letter. One of the first things I 
think a retail hardware salesman should learn is to write 
whatever he has to write in connection with the business 
in a clearly legible manner. If he does so, he will save 
himself a good deal of trouble and the store some money, 
possibly the loss of valued patrons. Nothing is more 
stupid, after making a good sale to a man who wants 
his purchase delivered promptly, than to write his name 
and address so carelessly that the delivery man takes 
the parcel to the wrong place. 



























HARDWARE AGE for JANUARY 3, 1929 





| ey I have been discuss- | pricing of motor cars. Surely this is 


What Price Hardware? 


By C. J. Whipple 


Turning to a strictly hardware 


ing price cutting with two of | a result of careful study and research | item and one that is particularly sea- 
the larger manufacturers of | and is not haphazard guesswork. Yet | sonable at this time—wire cloth. 


fishing tackle. It happens that both 
lines are sold to the jobber and by 


Here we have the veritable hard- 
ware football. For years jobbers have 





the jobber at list and discount. The 
list prices are supposed to represent 
the retail price to the consumer. 
The smaller items in the line are 
listed in even figures of 50 cents, 75 
cents and $1. Unfortunately, these 
prices are not generally observed. 
The figure of an even $1 associates 
in your subconscious mind with the 
fact that it is full price—nothing to 
suggest a bargain; 98 cents or 95 
cents seems to convey the fact that it 
represents less than usual price; 79 
cents actually at first impression 
seems cheaper than 75 cents. 

Pick up a newspaper and glance 
over an advertisement of a depart- 
ment store or a chain store. What 
proportion of the prices quoted are 





sold screen wire on such a scant 
margin that manufacturers have al- 
most entirely refrained from selling 
direct to retailers. At least it has 
that distinction. Now wire cloth has 
always been sold by the hundred 
square feet—another tradition. If 
it must be sold by a single unit, it 
should be sold by the pound and thus 
equalize the matter of quality and the 
lighter gage used by some makers. 
One of my jobbing friends makes 
the suggestion that wire cloth be sold 
by the roll—not on an average square 
foot basis but on actual manufactur- 
ing cost according to width. I do not 
know much about manufacturing 
costs of this line but there must be a 
difference in producing costs that 











even amounts of 25, 50, 75 or $1.00? 
I find comparatively few. And so 
I suggested to these manufacturers 
that instead of averaging costs on 
their $1.00 line that each item bear its 
proper mark-up over manufacturing 
cost and that list prices of odd figures 


policy savors of cheapness; that his 
line was of high quality and not sold 
on a price basis. Yet actual analysis 


attention. 


J. WHIPPLE, president, Hib- 

e bard, Spencer, Bartlett & 
Co., Chicago hardware jobbers, 
offers this interesting contribu- 
tion on the psychology of price 
making. Mr. Whipple is a 
keen student of current distribu- 
be used. One of the manufacturers tion and merchandising prob- 
countered by saying that such a lems. His arguments are very 
sound and are worthy of studied 


varies according to width. Then, 
again, odd widths that are not in 
general demand and consequently do 
not turn rapidly could be marked to 
carry the proper margin all down the 
line. I think this is a constructive 
suggestion and represents consider- 
able food for thought. 

The objection will be brought up 
that this is adding complications—the 
old way is easier and simpler. But 
we have relied too much on averages. 


shows that it is cut more both by | try and buy a motor car at even fig- More individual cases need to be 


wholesalers and retailers than al- | ures. Can you find one at an even 
most any line in a sporting goods | two thousand dollars, or twenty-five 
stock. In fact, some retailers have | hundred, or any other even amount 
been so disgusted at cut prices of re- | you can think of? 


tail competitors that they have re- | to be the trend of the times. val 
to go along with it or shall we stick | system of pricing hasn’t had some- 


fused to handle the line. 
Then attention was called to the | with tradition? 








studied. Other merchandise seems 
to have made a greater appeal for the 
Odd prices seem consumer’s dollar than old-fashioned 
Are we | prosaic hardware. I wonder if our 





thing to do with it? 





How many of your “old” customers do you permit to 
become the “new” customers of another dealer? 

Is it true that many dealers are exerting extra effort 
to get new customers and are not making enough effort 
to maintain the good-will and continued patronage of 
the old? 

It must be remembered that every new customer was 
another dealer’s old customer. If his trade is to be 
retained, the sales efforts exerted must be equal to 
those of competitors, who are endeavoring to make 
this new customer of yours—their new customer. 


Old Customers and New 


A group of retail dealers were asked this question: 
“Isn’t it worth while to weigh the cost of getting a new 
customer against what effort it would cost to keep him 
there?” Think that question over—remembering that 
85 per cent of the average business of the average store 
comes from old customers and that 15 per cent is made 
up of new ones. Also, that when a business grows 
10 per cent in a year, it means that 25 per cent has been 
added, for 15 per cent of it is the replacement of the 
losses of old customers. 

This is a matter worthy of consideration. 
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HAROLD W. CONDE 











NTELLIGENT display of mer- 

chandise in a retail hardware 

store is an important con- 
tributing factor to the success of 
the business. With proper display 
customers are now able to see the 
majority of stock carried; can 
handle merchandise that interests 
them and can make comparisons of 
quality and price, with minimum 
outside aid. There are several 
other factors to be considered and 
foremost among 
these are cleanli- 
ness in the store 
and adequate light- 
ing. 















CONDE of WATERTOWN 





WwW. W. CONDE 














years record of satisfactory service. 

It was in 1878 that William W. 
Conde came to Watertown and pur- 
chased the hardware business of 
Utley and Winslow. Two years 
later he took over the Belknap and 
Lewis hardware stock, consolidat- 
ing the two hardware stocks in one 
store—where the firm is still lo- 
cated. Mr. Conde’s original busi- 
ness was strictly retail, with the ex- 
ception of a department devoted to 
wagon and carriage 
maker’s _ supplies. 
As this line de- 
creased in activity, 
a wholesale hard- 


A clean store, ware department 
with wide, unob- was ag gone 
structed aisles, cre- K S S ° h Pp OG SS The trade of mer- 
ates a_ favorable EEP TEP wit R RE chants from neigh- 


impression in the 
minds of custom- 
ers. Adequate lighting helps them make their selections 
and tends to increase the effectiveness of merchandise 
displays. Glaring lamps are not needed, but in their 
place should be installed a soft, diffused light that elimi- 
nates shadows and spreads an even illumination over the 
store’s interior. 

These three sales stimulators are being successfully 
applied by the retail store of the W. W. Conde Hard- 
ware Co. in Watertown, N. Y., which has for more 
than fifty years been located in the same building at 29 
Public Square, and is ranked as one of the oldest mer- 
cantile houses in northern New York. 

Here is a retail sales floor modern in every detail. 
Open top tables and wall panel boards show a large and 
representative assortment of general hardware. Above 
and beneath the wall panels is stored the surplus stock. 
The aisles are wide and unobstructed. The floor, cases, 
tables and counters are clean, neatly arranged and pre- 
sent a very attractive appearance. 

The lighting system tones up the store, showing to 
the best advantage the stock and fixtures, in addition to 
giving plenty of light for reading and writing. The 
firm has achieved an enviable reputation in its commu- 
nity, largely due to its store, the stock and the many 


boring towns was 
solicited. This trade 
was cultivated and expanded until today the jobbing end 
of the W. W. Conde Hardware Co. is an important and 
integral part of the organization. The business was 
incorporated in 
1905, with 
W. W. Conde as 
president and 
Burton C. Wil- 
mot as secretary 
and __—‘ treasurer. 
Mr. Wilmot 
joined the com- 
pany as a book- 
keeper three 
years after Mr. 
Conde purchased 
the business. He 
retired in 1922. 

Harold W. 
Conde is the son 
of the founder 
and incumbent 
president. He 
became asso- 
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ciated with his father in 1906. 
Five years later he was made vice- 
president and upon the death of his 
father in 1918, was elected head of 
the company. Through his many 
years experience and contact with 
men in all walks of life, he has 
earned for himself a reputation of 
being a progressive merchant and a 
capable executive. He is past presi- 
dent of the N. Y. State Association 
of Hardware Jobbers and active in 
many community enterprises. 

In addition to the four-story re- 
tail store building, there is a large 
three-story warehouse with a rail- 
road siding, owned and operated 
by the Conde company, having more 
than 25,000 square feet of floor 
space and generally conceded to be 
one of the best equipped warehouses 
in that section of the countrv. 

At the company’s golden anni- 
versary banquet, held in Sept., 1928, 
Mrs. W. W. Conde, widow of the 
founder and mother , 
of the incumbent pres- | 
ident, was the guest of 
honor. More than 100 
persons, including 
members of the Conde 
family, officials and em- 
ployees of the Conde 
company, their families 
and invited guests, at- 
tended this banquet, 
which fittingly marked . 
the celebration of fifty 
successful years in bus- 
iness. It is interesting 
to note that the Conde 
building is directly 
across the street from 
the first F. W. Wool- 
worth five and ten cent 
store which is to be 
found in the left fore- 
ground of the photo at 
the right. 











Among the most modern 
stores in Watertown, N. Y., 
is that of W. W. Conde 
Hardware Company. These 
photos indicate the way in 
which the company has 
kept pace with the modern 
trend in merchandising. 


The building as pictured 
on the opposite page has 
been modernized, open dis- 
play and up-to-date light- 
ing installed. The small 
cut on page 66 shows the 
store in other days 


IT PAYS TO SELL THE USES OF AN ARTICLE 


UCH has been said and written about suggestion 

as applied to selling hardware. Merchandising 
experts have told us from time to time that one of the 
primary motives that cause a man to purchase a certain 
item is “pride of possession.” That too is true, but a 
man does not buy a lawn mower, for instance, for the 
mere pleasure of owning a good machine. His pride 
of possession in this case is in the fine looking lawn. 
Put across the suggestion of a better looking lawn as 
a result of using your type of lawn mower and your 
customer is sold. 

Continuing the use of suggestion, related items; turf 
edgers, weed pullers, grass shears and such items may 
be advantageously displayed. Seldom will a man fail to 
be interested in some related item when he is in the 
market for a specific article. 


This form of suggestion may be advanced greatly by 
a good grouping of these related articles on the sales 
floor or window display. Hardware items are well 
suited to grouping in related displays and if so handled 
will bring as great a response as any other line. 

And when selling, too many hardware dealers, are in 
the habit of saying “Some lawn mower,” “That’s a 
good axe,” “You can’t go wrong,” and similar brief 
and meaningless expressions. The good salesman mzkes 
it a point to explain the quality of the article. For 
instance: “That’s a mighty good lawn mower; made 
of the finest quality tool steel by a concern that has 
been making good lawn mowers for more than fifty 
years,” etc., etc. 
~ That is backing up your assertions with facts. The 
customer feels that you know what you are selling. 
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Business Prospects for 19 


HART ONE shows the cyclical 

movements of money rates and 
industrial production since the war. 
The first two cycles are complete. In 
them it is evident that industrial pro- 
duction moved down after a continued 
rise in money rates, and moved down 
for approximately the same length of 
time that money rates continued to rise. 
It is also evident that industrial pro- 
duction moved up after a continued fall 
in money rates and for approximately 
the same length of time as they con- 
tinued to fall. On the chart the move- 
ment of money rates is reversed, for 
increasing money rates are followed by 
decreasing production, and decreasing 
money rates are followed by increas- 
ing production. Note that the trend of 
production does not change direction 
until a year or longer after a change 
in the direction of the trend of money 
rates. This chart is the long-time fore. 
caster for the sales of the Simonds Saw 
and Steel Co. It is a forecaster also of 
general business and trade. 

The third cycle is almost complete. 
The light dotted line shows industrial 
production up to September, 1928. 
Later data is not at hand at the time 
of this writing. The light solid line 
indicates the final upward movement in 
the cycle of industrial production, as 
we believe it will be, i.e., up to a peak 
in the spring of 1929. 

The fourth cycle began January, 
1928, with an upward trend in money 
rates, the sharpest change in direction 
since 1919 and 1920. From January, 
1928, to October, 1928, commercial 
paper rates increased from 4 per cent 
to a trifle over 5% per cent, a rise in 
the cost of commercial loans of 37% 
per cent. Business is conducted to a 
very great extent on credit. There- 


SHORT TIME FORECASTER—LIGHT LINE 


SALES SIMONDS SAW AND STEEL COMPANY 3 MO. MOVING AVERAGE — HEAVY LINE 


1923 1924 1925 


Chart 2 








By Alvin T. Simonds 


President Simonds Saw and Steel Company 
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fore, this increase of 37% per cent is during November, continuing the 


a jarring blow. Imagine the effect if, 
in less than a year, the cost of raw 
material, of labor or of transportation 
had increased 37% per cent. The light 
dotted line in the fourth cycle shows 
the movement of industrial production 
and of general business as its direction 
will be, IF the sequence shown in the 
first three cycles are repeated in the 
fourth; its length will depend upon 
how soon money rates begin to decline 
in a major swing. 

In the first cycle, nearly all of the 
production line was below 100; in the 
second cycle, more of it was below 100 
than above; while in the third cycle it 
is practically all above. What is to be 
the case of the fourth ‘cycle? Your 
business management and your business 
ventures, for 1929 at least, should be 
guided by your answer to the above 
question, IF you believe the chart is 
going to develop in the immediate fu- 
ture as it has from 1919 to 1929. Our 
short-time forecaster (chart two) cor- 
roborates the indications of the long- 
time forecaster. It moved horizontally 





movement begun in July. Normally it 
should have moved up. Notice, how- 
ever, that it has moved down very little 
since the peak in 1928. 

This may indicate that at last the 
road of business is becoming more 
nearly level, “a consummation de- 
voutly to be wished.” The forecaster 
is made up from building contracts 
awarded and unfilled steel orders. This 
is the first year since 1920 in which 
the building index has been lower for 
November than for October. It is the 
first year since 1923 in which the un- 
filled steel orders at the end of No- 
vember have been less than at the end 
of October. IF on Jan. 11 you find that 
the building index has declined from 98 
in November and the unfilled steel or- 
ders have declined from 3,673,000 tons 
at the end of November, it will be time 
for us all to wake up and prove that 
the American business manager can 
circumvent the business cycle. It will 
be about time for the Federal Govern- 
ment to call for bids on Government 
construction if any is held in abeyance 
for the express purpose of preventing 
business depression. 

The speculation orgy that at this 
writing is drawing to a close is chiefly 
responsible for the sharp rise in money 
rates in 1928. It is fortunate that spec- 
ulative intoxication produces its own 
antitoxin. In the long run the prices 
of stocks depend upon their earnings 
or anticipated earnings. Wild, un- 
bounded speculation increases greatly 
the cost of commercial credit. This 
depresses productive business and re- 
duces anticipated earnings. This nat- 


(Continued on page 88) 
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Edwin J. Sanger President 
Rochester Hardware Association 


Edwin J. Sanger was elected president 
of the Rochester Hardware Association at 
the Dec. 12 meeting, held in the Powers 
Hotel, Rochester, N. Y. He _ succeeds 
John E. Ferguson. 

J. P. Josh was elected vice-president ; 
Glen Hammond, secretary; Harvey K. 
Hunt, treasurer, and Clifford Wilson, finan- 
cial secretary. Directors for two years, 
also elected at the meeting, were John 
E. Ferguson, James E. Shatzel and Frank 
J. Simmons. 

The organization was reported to be 
in splendid financial condition and is plan- 
ning to take a prominent part in the work 
of the New York State Retail Hardware 
Association convention, to be held in 
Rochester from Feb. 5 to 8. 

The advancement of Mr. Josh to the 
vice-presidency was due to his desire to 
be relieved of the secretaryship, a posi- 
tion he has filled with credit for many 
years, 





_ L. Birnbaum New President 
San Francisco Dealers Assn. 


L. Birnbaum was recently elected presi- 
dent of the San Francisco Retail Hard- 
ware and Housewares Association, and R. 
Bothe was elected vice-president at a re- 
cent meeting held in San Francisco, Cal. 





George F. Hauber Joins 
McCormick-Saeltzer Co. 


George F. Hauber, who has, had charge 
of window displays for the Emigh-Win- 
chell Hardware Co., Sacramento, Cal., 
during the past five years, resigned from 
the company on Dec. 1 and joined the 
McCormick-Saeltzer Co., Redding, Cal., 
where he will take charge of window dis- 
plays. 

Mr. Hauber is one of the best known 





display men in the Western States, and 
he has won numerous national awards in 
the last several years. He was at one time 
connected with the Morris Hardware Co., 
Wenatchee, Wash., the Pittsburgh Plate 
Glass Co., and Dunham, Carrigan, Hayden 
Co., San Francisco. 

Van Harlingen, Mr. Hauber’s prede- 
cessor with the McCormick-Saeltzer Co., 
has recently been appointed display man- 
ager for Liebes & Co., San Francisco. 





William E. Cross President 
Hack Saw Assn. of America 


William E. Cross, treasurer and director 
of sales for Clemson Bros., Inc., manufac- 
turer of hack-saw blades in Middletown, 








WILLIAM E. CROSS 











N. Y., was elected president of the Hack 
Saw Association of America, Inc., at this 
body’s recent annual meeting. 

Mr. Cross formerly occupied the vice- 
lereshiancy of the association. 





Hefferon, Sullers and Hann Form Sales Organization 
R. E. Hefferon, J. G. Sullers, and L. M. | Peerless Level & Tool Co., Sterling, Ill. 


Hann have formed an organization of their 
own to represent manufacturers in certain 
sections of the Central Atlantic Seaboard, 


R. E. HEFFERON 
the South and Southwest. Their head- 
quarters will be 1133 Broadway, New York 
City. They will represent: The Acme 
Shear Co., Bridgeport, Conn.; The Clyde 
Cutlery Co., Clyde, Ohio; Marathon Razor 
Blade Co., Inc., Irvington, N. J.; The 


J. G. SULLERS 


and The Washburn Co., Chicago, IIl., 
starting Jan. 1, 1929. 
These three men were formerly con- 


L. M. HANN 


nected with the sales department of Wie- 
busch & Hilger, Ltd., New York, and have 
had many years’ experience in selling to 
the hardware trade. Mr. Hann for seven 
years was Eastern sales manager for Wie- 
busch & Hilger, Ltd. 





Bemis & Call to Make and 
Sell “Coes” Line of Wrenches 


Bemis & Call Co., Springfield, Mass., 
announces that it has acquired all rights 
to manufacture and sell “Coes” wrenches, 
formerly made by the Coes Wrench Co., 
Worcester Mass. The company has com- 
bined this new line with its own wrenches, 
all of which will be manufactured in the 
Springfield, Mass., plant. 

In its formal announcement Bemis & 
Call state that the high quality of the 
Coes wrench will be maintained, and to- 
gether with its own combination improved, 
adjustable “S” and monkey wrenches, a 
most complete line will be offered to the 
trade. Bemis & Call have been wrench 
manufacturers since 1835. In 1841 Lor- 
ing Coes started manufacturing wrenches 
at a location directly opposite the pres- 
ent Bemis & Call plant in Springfield, 
later moving to Worcester. 

J. C. McCarthy & Co., New York City, 
who have been Coes Wrench Co. repre- 
sentatives for more than 70 years, will 
have the exclusive sale of all Bemis & 
Call wrenches in the East, including Penn- 
sylvania, New York and New England. 
John K. Wilson & Co., Baltimore, Md., 
will continue to represent the company in 
the southern States, from Maryland south, 
including Texas. Guy B. Muzzy will have 
charge of sales in the central States, as 
at present. 





Possons Becomes Manager of 
New Process Stove Co. Div. 


M. A. Possons has been appointed man- 
ager of the New Process Stove Co. Di- 
vision of the American Stove Co., Cleve- 
land, Ohio. He fills the vacancy caused 
by the recent death of John G. Way. Mr. 
Possons has been superintendent of the 
company and has been connected with it 
about 40 years. 


Ralph S. Allen, President 
Hardware Square Club of N. Y. 


Ralph S. Allen, of the Diamond Ex- 
pansién Bolt Co., Garwood, N. J., was 
elected president of the New York City 
Hardware Square Club at that organiza- 
tion’s December meeting. He succeeds 
Herman I. Sorensen, who was presented 
with an umbrella as a token of regard and 
appreciation. 

August H. Grafenstadt was elected first 
vice-president; Henry L. Van Hoyer, 
second vice-president; Albert Westphal, 
recording secretary; George Carstens, 
corresponding secretary, and Louis Pfeif- 
fer, treasurer. 

Following the adjournment of the meet- 
ing, refreshments were served and gifts 
distributed to the members as Christmas 
remembrances. 





New Oil Burning Refrigerator 
Described in Recent Booklet 


The oil-burning refrigerator now being 
produced by the Perfection Stove Co., 
Cleveland, Ohio, is interestingly described 
in a colorful booklet just issued by that 
company. Considerable information re- 
garding the development of refrigeration 
is also contained in the booklet. 
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W. Al Treat Passes Away— 
Was Manufacturers’ Agent 


W. Al Treat, one of Chicago’s best 
known manufacturers’ agents, died on 
Saturday, Dec. 22, at West Suburban 


Hospital, Chicago. Mr. Treat had been in 
poor health since the loss of his wife on 
Jan. 11. He had apparently recovered 
and had resumed his road trips when he 
suffered a relapse, which forced him to 
his bed again, where his condition rapidly 
grew worse. 

Mr. Treat had a long and varied career 
in the hardware field, and leaves a host 


of friends in the hardware fold. His 
father was a hardware merchant of 
Le Mars, Iowa. Leaving his father’s store, 


he became associated with the wholesale 
hardware house of Knapp & Spaulding, 
now Knapp & Spencer, of Sioux City, 
Iowa, where he served as a traveling rep- 
resentative for three years. His next step 
was as representative of the Chicago branch 
of the Gilbert & Bennett Co., serving this 
concern for three years. He then became 
affiliated with the Chicago Spring Butt 
Co., now Chicago Spring Hinge Co., 
spending twelve years in their employ. 
On Jan. 1, 1920, he left the employ of 
the hinge company to open an office for 
himself as a manufacturers’ representative. 





In company with Gus Ruhling, also a 
representative of hardware specialties, an 

















office was maintained at Room 1662, 
35 East Wacker Drive. 
W. A. TREAT 
Mr. Treat was about 60 years old. A 


sister is the only surviving relative. Among 
the concerns represented by Mr. Treat 
in the Chicago territory were the Mil- 
waukee Stamping Co. and the Chantwell 
Hardware & Tool Co. 








Eagle-Picher Salesmen at Convention See Three-Act 


During the general sales convention of 
The Eagle-Picher Lead Co., 134 N. La 
Salle St., Chicago, IIl., held in the Broad- 
view Hotel, East St. Louis, Mo., a three- 
act salesmanship play entitled, “One 
Moment, Please” was presented for the 
benefit of the company’s representatives. 

The scene of the production was laid in 
the store of a jobber of paints, oils and 
varnishes, as shown in the accompanying 
illustration. In the course of the first act 
there was shown the method of selling in 
1919, the dealers’ reaction and the condi- 





tion of the store. The second act, nine 
years later, brought out the fact that the 
company’s products had increased in favor 
and the dealer had, during the intervening 
time, improved his store due to the sales- 
man’s help and advice. The last scene was 
laid in 1929. Modern methods of selling 
were used, advertising matter was ex- 
plained; the scene being a direct contract 
with the first act. The production was 
directed by Wentworth Cunningham. 

The convention was opened on Monday 
Dec. 3 and closed on December 5. On the 





Pratt & Lambert Employees 
Receive Christmas Bonuses 


Employees of all offices and plants of 
Pratt & Lambert, Inc., Buffalo, N. Y., 
were presented with cash bonuses Mon- 
day afternoon, December 24. The amounts 
of the bonuses ranged from 5 per cent 
to 10 per cent of the yearly earnings, de- 
pending upon length of service. The 


| occasion was the annual Christmas get- 


together, established many years ago. 

At Buffalo, where the Bridgeburg, On- 
tario, group joined those at headquarters, 
additional service awards were made. 
Walter L. Gress received a watch for 20 
years’ service with the company; Miss H. 
R. McDonald a bar pin for 10 years, 
while H. C. Loomis and Wm. Kritz each 
received specially designed cuff links for 
their ten years as employees. A similar 
program was followed at Chicago and at 
‘New York City. Miss Edna Heldmaier 
was the recipient of a bar pin, marking her 
10 years of service at the Long Island 
City plant. 

A. D. Graves, president of the com- 
pany, in a brief address, paid tribute 
to the co-operative spirit that prevails 
throughout the organization. It is this 
spirit, he stated, that promotes progress 
and prosperity. 


Salesmanship Play 


opening morning, the representatives were 
taken to the company’s white lead plant in 
busses. The convention was opened in the 
afternoon by A. E. Bendelari, president. 
Talks on advertising, the three-act play and 
a buffet supper and entertainment follow- 
ed. On Tuesday explanatory talks were 
made regarding salesmanship, the com- 
pany’s products and general business. A 
banquet concluded the session. The clos- 
ing day was used for branch and plant 
managers meetings and a trip to the plant 
at Picher, Mo. 
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WASHINGTON NEWS LETTER 


Business Conditions in the Past Year as Seen by Dr. Julius Klein—Drafts 


Completed for Chain Store Systems Inquiry—Simplified Practice to Be 


(Washington Bureau of HARDWARE AGE) 

Wholesale distribution showed little 
change in volume, but sales of many 
different types of retail establishments 
increased in 1928, according to Dr. 
Julius Klein, director of the Bureau of 
Foreign and Domestic Commerce, De- 
partment of Commerce, in his annual 
New Year’s message on the domestic 
and foreign trade outlook. Sales of 
mail-order houses and various kinds of 
chain stores, he said, had a particularly 
large growth, but this was partly due 
to an increase in the number of stores 
operated. Department store sales also 
increased, and there was a considerable 
reduction in the size of their inven- 
tories. 

The year 1928, Dr. Klein stated, 
closed with domestic business larger 
than ever before and foreign trade in 
exceptional volume, and it was declared 
that there is every indication that the 
high levels of recent months will be 
carried into the new year. The out- 
put of farm crops during 1928 was 
about 5 per cent larger than in the 
preceding year, and industrial produc- 
tion showed an even greater increase. 
Fxports of merchandise were larger 
than in any year since 1920, exceed- 
ing $5,000,000,000. 

The automotive and construction in- 
dustries continued throughout 1928 to 
be the back-log of American prosper- 
ity. Automobile production was larger 
than in any earlier year, and contracts 
for future construction showed a sub- 
stantial growth. The activity of these 
industries has resulted in greatly in- 
creased demand for many related prod- 
ucts, such as steel, cement, rubber, tires 
and refined petroleum. 

The heavy outflow of gold in the 
first half of 1928 resulted in a con- 
siderable change in the money situa- 
tion, it was pointed out. Partly as a 
result’ of this reduction in the gold 
stock, but more largely as a _ conse- 
quence of the extraordinary activity 
of the stock exchanges, rates for call 
money and for stock exchange time 
loans advanced sharply. Bank credit 
for commercial purposes, however, has 
continued in ample supply at rates only 
slightly higher than a year ago; while 
open market rates for commercial paper 








Applied on Increasing Scale in 1929 


By L. W. Moffett 





have shown a somewhat greater ad- 
vance. 

Construction operations, which de- 
clined slightly in 1927, showed another 
large expansion during the year just 
finished. Contracts for new construc- 
tion were said to have increased in 
value by almost 7 per cent, as larger 
awards for residences, industrial build- 
ings, public works and utilities, and 
educational buildings more than offset 
the decreases in other types of con- 
struction. 

“The iron and steel industry reflected 
to a marked degree the stimulus of in- 
creased demands for building con- 
tractors, automobile factories and 
manufacturers of many types of ma- 
chinery,” said the statement. “Prices 
showed a moderate advance and output 
of crude steel, sheets, structural shapes, 
and many types of finished products 
were substantially increased. Unfilled 
steel orders were higher in every month 
than in the corresponding period a year 
earlier.” 

A statement of similar tenor was is- 
sued by Secretary of Commerce Whit- 


ing. 





The Federal Trade Commission has 
announced that drafts of questionnaires 
to be used in the inquiry into chain 
store systems are practically completed. 
A number of officials of chain store 
organizations have been interviewed 
with respect to their methods of opera- 
tion. 

Practically all data obtained from 
several forms of questionnaires used in 
the inquiry into resale price mainte- 
nance have been tabulated and the re- 
sults partly analyzed and worked into 
the body of the report. Several chap- 
ters of the first draft of the report have 
been written. It is not likely that the 
complete report will be ready for sub- 
mission to Congress for a month or 
more, if then. It may be that the report 
will not be available for the present 
session, which expires on March 4. 
However, Representative M. Clyde 
Kelly, one of the authors of the price 
standardization bill, has been assured 
by Chairman Myers that a preliminary 
report will be made soon. Mr. Kelly 
has asked for it in order to proceed 








with his bill. Doubt exists that the 
measure can pass the present Congress. 
Mr. Myers, it is understood, will give 
his attention to this along with other 
matters before he leaves the Commis- 
sion, from which he has resigned. 





That simplified practice will be ap- 
plied on an increasing scale by indus- 
try and business in 1929, according to 
Ray M. Hudson, assistant director, 
Commercial Standards Group, Depart- 
ment of Commerce, is forecast by the 
increasing number of requests to the 
Division of Simplified Practice for its 
cooperation; by the increasing number 
of inquiries reaching the application of 
simplified practice to wholesaling and 
retailing ; and by the increased recogni- 
tion and support accorded completed 
simplifications. 

“Many of the inquiries reflect a good 
understanding of simplified practice, a 
familiarity with its adoption and use in 
manufacturing, and a desire to test its 
values in the solution of distributors’ 
problems,” said Mr. Hudson. “There 
also appears to be a growing recogni- 
tion among buyers in general and pur- 
chasing agents in particular that it pays 
to specify simplified lines when buy- 
ing. Likewise, among jobbers and 
wholesalers, and to a lesser degree 
among retailers, there is a trend not 
only toward stocking lines already sim- 
plified, but also toward individual sim- 
plification wherein the distributor is 
analyzing his. turnovers, line by line, 
and condensing his stocks to those items 
in most common demand. 

“Economies and benefits derived by 
those participating in the 100 simpli- 
fications effected with the aid of the 
Division are becoming well known, and 
industries with excessive variety, slow 
turnover and increasing costs of stock 
maintenance are looking into simplifi- 
cation as a means of relief. 

“The high percentage of adherence 
to, or conformity with, the existing sim- 
plifications; and the fact that the Di- 
vision has 60 others under way, 20 of 
which came to it within the past few 
months, also indicates that simplifica- 
tion will be found among the better 
management plans of a good many 
firms in 1929.” 
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General Market News 








Genuine Optimism Prevails 


For Hardware Trade Outlook 


NEw York, Jan. 2.—Following a record Christmas trade in all 
sections of the country, optimistic opinions are expressed for a con- 
tinuance of active buying well into the new year, HARDWARE AGE 
will say tomorrow in its weekly market summary. Retailers and 
wholesalers’ stocks have been heavily taxed and are now of very 


moderate proportions. 
is increasing. 


Spring lines are already active and demand 


Employment is now on a very high level and promises to remain 
so for some time, while agricultural districts are in a generally pros- 


perous condition. 


“Danger comes from business that is too good rather than too 
poor,” says the National Bank of Commerce forecost, “from active 
demand, rising prices and high profits that tempt an overjudgment 
of the market, leading to increased output and enlarged capacity 


that in the end mean its undoing. 


It is in this fact that the most 


serious threat to next year’s prosperity lies.” 


Prices are very firm at this time. 


Collections are reported fair. 





Retail Trade for Year May Reach 
60 Billions 


Forthcoming reports on retail trade for 
December are expected to disclose a ma- 
terial increase over the same month last 
year, according to officials in Washington, 
D. C., who predicted December 26 that 
Christmas shopping was the greatest in 
American history. 

The Federal Reserve Board early in 
January will make public its percentage 
increases in retail business, although the 
volume by dollars is not given. Unoffi- 
cially, it was estimated, the country’s retail 
business for 1928 ran between $40,000,000,- 
000 and $60,000,000,000 gross. 

The estimate for December will be com- 
piled following reports from the Federal 
Reserve Banks. They are expected to 
show that about one-tenth of the year’s 
business took place in December. 

Undoubtedly the Christmas business was 
the greatest on record, although prelim- 
inary figures disclosed that money circula- 
tion was less than in 1925 and 1926. It 
was, however, somewhat in excess of that 
of last year. Officials took this to ‘mean 
that there has been a large use of credit 
accounts and checks in the 1928 buying 
period. 

Officials emphasized that the estimates 
of the volume of trade cannot be accurate 
and the dollar value of retail business 
never will be known until Congress au- 
thorizes an appropriation for a census of 
distribution. This type of census has been 
discussed a long time in the Commerce 
Department and must be authorized be- 
fore there is a real knowledge of the dis- 
tribution of commodities. Officials think 


it essential that there be such a census. 








Dr. Julius Klein of the Bureau of For- 
eign and Domestic Cornamerce thinks the 
1928 Christmas trade has undoubtedly 
been the greatest on record, exceeding the 
high levels of the two previous years. He 
called attention, however, to weak spots 
in certain sections of New England, as a 
result of the textile difficulties and like- 
wise to spotty conditions in sections of 
West Virginia and Pennsylvania, as a re- 
sult of the bituminous coal situation. 

Outside of these sections, however, Dr. 
Klein regards the situation and the pros- 
pects as extremely flattering. 

Preliminary information received through 
the Federal Reserve Banks indicate that 
the chain stores and mail order houses 
made the largest percentage gains, a ten- 
dency noticed for the last year. Depart- 
ment stores in most Federal Reserve dis- 
tricts showed greater sales than a year 
ago. 

During the year there has been an in- 
creasing tendency to earlier buying. Par- 
ticularly the department stores noticed 
that throughout the summer and autumn, 
taking advantage of the sales, women 
were buying: Christmas presents. This 
may be one important reason why exces- 
sive stocks of commodities have been held 
down during the year. 





1928 Incandescent Lamp Sales 
Show Increase Over 1927 


Sales of incandescent lamps in the 
United States during 1928 were approx- 
imately 319,000,000 large size and 240,- 
000,000 small lamps, according to a review 
of the electrical industry for the year by 
John Liston of the General Electric Co., 
Schenectady, N. Y. This is an increase 











of about 1,500,000 in the large sizes over 
1927, and 20,500,000 in the small sizes over 
the previous year. 

“Sales during the past year were the 
largest in the history of the industry,” 


according to Mr. Liston. “The new type 
lamps with inside frosted finish, intro- 
duced two years ago, have met with 
marked success. The demand for these 
new lamps is now about 98 per cent of 
the total sold. 

“Large lamp prices are now 49 per cent 
and miniature lamp prices are 48 per cent 
of the corresponding 1914 figures.” 





U. S. Bank Clearings Show In- 
crease of 15.5 P. C. 


Bank clearings in the United States for 
the week ended December 20, as reported 
to Bradstreet’s Journal, aggregated $13,- 
990,675,000, as against $14,296,962,000 last 
week and $12,109,651,000 in this week last 
year. This week’s total shows a decrease 
of 2.1 per cent from last week, but a gain 
of 15.5 per cent over the like week a year 
ago. Canadian clearings aggregated $379,- 
489,000, against $384,024,000 last week and 
$392,340,000 in this week last year. 





Week’s Prices Average 96.9 P. C., 
Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on December 23 that the pre- 
vious week’s wholesale commodity prices, 
based on Dun’s quotations, averaged 96.9 
per cent. The November average was 
97.5 per cent. The purchasing power of 
the dollar was 103.2 cents on a 1926 basis 
of 100 cents. The November average was 
103.1. 

Crump’s index of English prices for the 
week on the revised 1926 level was 93.2. 
The November average was 92.4. 

The Italian index on the revised 1926 
level for the week ended December 15 
was 75.9. The average for November 
was 75.8. 





Bank Debits Increase Slightly 
During Week 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board in 
Washington, D. C., by banks in leading 
cities for the week ending December 19 
aggregated $20,059,810,000 or 8 per cent 
above the total of $19,900,295,000 reported 
for the preceding week, and 23.2 per cent 
above the total for the week ending De- 
cember 21, 1927. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $19,080,- 
595,000, as compared with $18,975,649,000 
for the preceding week and $15,356,867,000 
for the week ending December 21, 1927. 
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Lull Follows Excellent Christmas Business 
At Chicago—Some Prices Indicate Firmness 


(Chicago office of HARDWARE AGE) 

Chicago jobbers are back to a near normal routine, after having 
received an excellent Christmas trade. Salesmen’s conventions are 
being held by some wholesalers. Inventories are under way. 

As a rule, retailers report an exceptionally good holiday trade. 
Higher priced “gifts of utility” moved better than ever according 
to most dealers, while popular priced gift articles were more active 
than last year. 

Prices in some instances are firmer. Advances seem shortly 
probable on: window glass, coil chain, lock sets, and brass butts 
and hinges. 

Prospects for 1929 are generally conceded to be very favorable. 
All key industries have a healthy status. Agricultural conditions 
are improved. Farmers now have confidence in their future. 

Steel mills in the Chicago district, continue to maintain pro- 
duction at 85 per cent of capacity. Steel prices are steady. Con- 
tracts were let for 18,500 tons of steel for the new 44-story Board 
of Trade building. 

Collections are fair to normal. 





uy sia bolts, rolled thread, 60-10 per cent 
AUTOMOBILE A C CES SORIES. discount; all stove bolts, 75-10 per 
Anti-freeze mixtures are in excellent cent discount; lag serews, 60 per 
demand. Prices are unchanged. cent discount. 
JOBBERS’ QUOTATIONS TO RE- BUILDERS’ HARDWARE.—Butts and 
“a a F.O. ar eee an rn hinges will advance from 2% to 5 per 
par ugs.—Splitdorf, for For 
50c. each; regular, 58c. each; Cham- cent before Jan. 1. Broad Bevel lock 
— ia = one; Pre —_ sets are 20 per cent higher and other 
ox line, 53c. each; A. C., c. each; . 
lots of 100, 50c.; A. C. Special Ford, patterns are 25c. per doz. higher. 
36c. each, JOBBERS’ QUOTATIONS TO RE- 
Py eels teas No. 3280, TAILERS, F.O.B. CHICAGO: 
rd eae 3% x 8% steel butts, old copper 
Chains. a 2 ee pair lots, and dull brass finish, $2.16 per doz. 
34 per cent ti aaa ie dard, No. 21, pair in case lots; less quantities, 
$1. a — ciara o. $2.34 per doz. a F 4 —, putts, 
old copper an u rass finish, 
g1/sh each. Rose, 1% in. cylinder, per gon in _— eo nee — 
tities, .12 per doz. pair; heavy stee 
3 Tires Taman a ge Ponies bevel inside sets, $5 per doz. sets, 
0 x 3% Liberty cor $ reotdig case lots; steel bit-keyed front door 
duty oversize, $7.05; 32 x 4 Liberty, sets, $1.45 per set; wrought brass, 
eg oto snty, fit oy Pat bit-keyed front door sets, $2.60 per 
$19. 80; tubes, 30 x 314, $1.20; balloon pers cylinder front door sets, $6 per 
tire tubes, gray, 29 x 4.40; $1.50. 3 
hich 5 ge g peo ‘Eveready CHAINS.—Excellent demand. Further 
Glycerine.—“G. P. A..” $1.80 gal.; advances in price are expected by the 
= ol and glycerine solution, 90¢. first of the year. 
ga " 
‘ TO RE- 
AXES.—Market remains unchanged, TA eine. oe Bilan.” 
with demand just about normal. %-in. proof coil chains, $8.7 15 per 
’ ‘ 100 Ib.; ‘‘Trade-marked” coil chains, 
TARBERES, UOTATIONSOTS PE | WP ier cant dncont, “No, hy 
Handled axes, frst paseo single oo welded cow ties, $2.75 per 


bit, 3 to 4 Ib., $18 to $20 per doz., : 
double bit, 3 to 4 Ib., $23 to $25 per COPPER RIVETS.—Demand is normal, 


= Tn. $15 per” doz.’ with prices very firm. 

Boy Scout axes, $11.50 doz.; motorist JOBBERS’ QUOTATIONS TO RE- 

hand axes, $12 doz. TAILERS, F.0.B. CHICAGO: 
BICYCLES.—tTrade for the Christmas Copper rivets and burrs, 40 per 
season was unusually large. Prices are cent discount. 
without recent change. COTTON GLOVES. — Manufacturers 

JOBBERS’ QUOTATIONS TO RE- will bring out 1929 lines and announce 
TAILERS, F.O. we — GO: “it new prices on Jan. 3. 
ode 
$26.25; indies model, 426.0; girls’ | AQRBERS, QUOTATIONS TO RE- 


and boys’ juvenile model, $23.6 
BOLTS AND NUTS.—Usual ya at 
steady prices. 
JOBBERS’ QUOTATIONS TO RE- 


8 oz. cotton gloves, $1.35 per dozen. 
ELECTRICAL MERCH ANDISE.— 
Radio batteries are very active. Firm 


TAILERS, F.0.B. CHICAGO: prices prevail on copper wire and other 
Carriage bolts, cut thread, i m4 prices are steady. 

eee “Wt oor ae JOBBERS’ QUOTATIONS TO RE- 

rolled thread, 60-10 per cent dis- TAILERS, F.O.B. CHICAGO: 


count; machine bolts, cut thread, 60 
per cent discount; small machine Electrical Merchandise.— No. 14 








rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; 4-in. brush brass key 
sockets, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two piece at- 
tachment plugs, 74%c. each; dry cells, 
boxes of 50, 32%c. each; less than 
case lots, 35c. each. 

Electrical Appliances.—Iron Hot 
point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of - $4. vif Percola- 
tor, Universal 9169, $16.65. 

Radio Supplies. tats 'B batteries, 
D 779 E, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 

5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes. —UX-201A, 97%c.; 
UX-199, = 46%; UX-227, $2.60; UX- 
171A, $1.78%. 


GLASS AND PUTTY.—Jobbers recom- 
mend the purchase of spring require- 
ments now, as, prices are likely to ad- 
vance. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure ade, $4.25 per 100 Ib., 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—Ham- 
mers are selling well, but edged tools 
are quiet. No recent price changes. 


JOBBERS’ oe cinenas or RE- 
TAILERS, F.O.B. CHICA 
Hammers.—First mor 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first ‘quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 
LARD PRESSERS AND SAUSAGE 
STUFFERS.—Demand is fair; prices 
are steady. 
JOBBERS’ py get pes TO RE- 
TAILERS, F.O.B. CHICAGO: 
Enterprise No. 25, oan each; No. 
31, $8.65 each; No. 35, $9.50 each. 
NAILS, WIRE AND STAPLES.—New 
advanced price schedule is in effect. 
Sales have been very good for Decem- 
ber. 
JOBBERS’ rags ty A dg RE.- 
TAILERS, F.O.B. CHICA 
L.c.l. quantities common nee and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per ke td base. 
Mill shipment price is $3.05 base. 
Carload (36,000 lb.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 
No. 9 black annealed wire, $3.30 per 
100 1lb.; No. 9 galvanized, plain wire 
$3.75 per 100 Ib.; catch —— spool 
galvanized cattle or hog wire, $3.80 
per 100 lb.; polished fence staples, 
$3.55 per 100 Ib. 
OIL COOK STOVES, HEATERS AND 
SUPPLIES.—An active demand is 
maintained for heaters. Prices are un- 
changed. 
JOBBERS’ queT Aver TO RE.- 
TAILERS, F.O.B. CH GO: 
Perfection.—No. 72, ry “purners, $18; 
No. 73, 3 burners, $23.2 No. 74, 4 
burners, $29.50; No. any oil range, 
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$129; No. 339 oil range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
urchases including and following 

00 — order, 33% per cent. 

purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 
ness. 

Puritan.—No. 42, 2 burners, $18; 
No. 43, 3 burners, $23.25; No. 44, 4 
burners, $29.50; No. 249’ oil range, 
$122. Discounts same as Perfection 


sere. 
o.—No. 450R, $60; No. 400R. 


’ $23.50; No. 212, $18; No. 211, 
10. Prices quoted are for Nesco 

ne No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 


count of 3344-5 r cent. 
Ovens Perfection. — No. 211, 1 
burner, 


yen door, $2.50; 211G, glass 
door, $2. No. 122G, 2 burners, glass 
swing door, $6.20. 

Puritan.—No. 42G, 2 burners, glass 
drop door, $5.50; No. 42, 2 burners, 
steel drop door, $5.25. Dealer’s dis- 
counts on Perfection and _ Puritan 
ovens the same as on Perfection 
stoves. 

Nesco Ovens.—No. 12, $1.80; No. 05; 
$2.10; No. 5, $2.25; 3 0: 
No. 10, $4; No. 4 $4; No. 0 


$5.30; 
Dealers’ discount 33- 5 per cent. 
Perfection and Puritan Wicks.— 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as Perfection 
stoves. 

Ct wy No. 510, 


.50; No. Perfection 
irelight Heaters, No. 1526, $9.75; No. 
Dealers’ discount same 


No. Ni 
No. 505, $11.25; “No. _ $12. 15: 
Nos. 705C, 705D and 705E, 
Discount 30-5 per cent. 
Nesco Wicks, Cook Stove.—$3.00 
same discount as Nesco 
Nesco oil heater wicks, No. 
348, 40c. each list; No. 515 Giant, 
list, 75c. each. Discount on Nesco 
heater wicks, 30-5 per cent. 


per doz. 
stoves. 


PAINTS AND OILS.—Demand is nor- 


mal, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed ty Boiled.—Barrel lots, 
~ per gal.; 5 barrel lots, 82c. per 


ga 
Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 
Turpentine.—Drum lots, 73c. per 


gal., net. 

White Lead. —100 Ib. lots, $13.25; 50 
Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1. 75. 

Shellac (4% Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
ohe. per Ib.; in 100-lb. lots, 6%c. 
er 
ert Paste.—Barrel lots, 7%c. per 








PYREX WARE.—Demand is good. The 
holiday trade was heavy. Prices re- 
main steady. 


JOBBERS’ QUOTATIONS TO RE- 
— F.0.B. CHICAGO: 
Bread Pans. — 212, $7.20 doz.; 


No. 214, $12 doz. 
New 'H d Cc oles.—Round, 
No. 622, se ee No. 623 





, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 


No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots. — a S ot doz.; 4 cup, 
$24 doz.; $28 d 

Utility Pane -te. 231, "$8 doz.; No. 


232, $14 doz 
Gift Sets.__No. 515, $3.43 per set. 


ROPE.—Sales are very active, as prices 
are steady and strong. Higher prices 
expected after Jan. 1 will probably not 
materialize. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best manila, standard brands. base, 
20c. per Ib.; No. 2 manila, 18c. per 
Ib.; No. 1 sisal, 15c. per Ib.; No. 2 
sisal, 14c. per Ib 


SASH CORD.—Fair demand at steady 
prices, 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, $8.15 per 
dozen hanks; No. 8, $9.35 ba doz. 
hanks. Competitive A 
$7.70 per doz. hanks; No. 8, $8. 30° per 
doz. hanks. 


SAWS, CROSS CUT AND WOOD.— 
Very good demand. Steady prices pre- 
vail. 

JOBBERS’ avorer. TO RE.- 
TAILERS, F.O 

5 ft. narrow pee ny mq $1.55 
each; 5% ft. wide Champion tooth, 
$2.10 each; 5% ft. wide Lance tooth, 
$4.35 each; 4 ft., one-man Champion 
tooth, $2.45 each. 

Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
double braced frame, tuttle tooth 
blade, $11.40 doz. 


SAWS, HAND.—Demand 
with prices steady. 
JOBBERS’ ag ittsy~3 TO RE.- 
TAILERS, F.0.B. CHICAGO 
26 in., $29.60 doz.; 26 in. $83 doz.; 
26 in., $49.95 doz.; — 26 in., 
Competition, $6.60 d 
SCREEN WIRE AND POULTRY 
NETTING.—Orders are coming in well 
for 1929 shipment. Prices on the 
“quality” brands are quite steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

12-mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14-mesh, ivanized 
screen cloth, $2. 65 per 10 sq. ft.; 
galvanized before poultry netting, 
50-10-5 per cent discount. 


SCREWS.—Buying is more active, with 
no price changes. 


is normal, 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Flat bright screws, 47% per cent; 


round head blued, 42% per cent; 
flat head brass, 40 per cent; round 
head brass, 35 per cent. er or- 
ders 10 per cent less. 


SHOVELS AND SCOOPS.—The grain 
scoop season is over and the furnace 
scoop demand is slowing up. Prices are 
without recent change. 


JOBBERS’ QUOTATIONS TO RE- 
bh ast F.0.B. CHICAGO: 

No. 2 shovels, ~~ re oe. 
polished, $14.50 per doz.; shov: 
els, common grade, er polished, $12. 50 
per doz.; No. 10 Bas pol- 
ished, $15 per ons grain 
scoops, polished, $16 per doz.; D 
—— furnace Scoops, intermediate 
grade, $8 per doz.; D handle furnace 
— competitive grade, $5.25 per 


handles, 
6 


Oz. 
Snow shovels, black, lon 
a2 3 


steel, $4.40 doz. Galvanized, 
in. blade, $10 doz. 


SOLDER AND BABBITT.—No price 
changes. Demand is quieter now. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, $33 per 100 
lb.; tinners 40-60 solder, $30.50 per 
100 lb.; high speed babbitt re 
$20 per’ 100 1b.; standard No. 4 bab- 
bitt metal, $12 per 100 Ib. 


STEEL SHEETS.—No change in local 
prices. Manufacturers report a steady 
demand and a firm market. 


JOBBERS’ QUOTATIONS TO RE- 
be ce F.0.B. CHICAGO: 
Sate —— sheets, $4.65 
ane 100 gage black sheets, 
$3.80 per 100 ib. 


VENTILATORS. — Active 
Prices remain steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Diamond -Metal frame _ cloth 
ventilators, 8 in. hgt. opening, 16 in. 
x 33 in., $4.40 dozen; 20 in. x 39 in., 
$4.80; 11 in. het. opening, 16 in. x 
33 in., $5.20 doz.; x 39 bape ph 4 


demand. 


doz. Continental, "nine 1 fram 

cloth, 833, $4.50 doz.; 887, $4.75 dox.; 
1137, $5.50 doz.; 1145, $6.36 doz. Con- 
tinental, wood rame, cotton cloth, 
836, $3 $3. 60 doz.; 937, $4.50 doz.; 1537, 


WIN TER ‘SPORTING GOODS.—Sport- 
ing goods business during the holidays 
was larger than last year. 
changes. 


No price 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CH HICAGO: 

Key clamp rocker, men’s -_ —. 
bright finish, 75c. pair; ey 
clamp rocker, women’s a “eri 
east steel polished runners, .06 
pair; half key clamp hockey, Dusters 
and girls’ best steel runners, $1.35 
pair; children’s extension bob skat tes, 
polished, 35c. pair; nickel plated, 45c. 
pets; Union tubular ice skate outfits, 

60 outfit; Nestor Johnson fiyer 
outfits, aluminum finis h, $5.25 outfit; 
Nestor Johnson fiver outfits, nickel 
plated, $6.00 outfit; Strand axils, 
edgegrain Pine, 4 ft., 60c. gf 5 ft. 
90c. pair; 6 ft., $1 1/30 pair; Strand 
am 5 mabopany ire tt. 4 sits pal 
pale pair; r. 

Sleds. ft intexibis flyer sleds, 35 per 
cent off list. 





STAYING IN BUSINESS 


It is undoubtedly true that there are many individuals 


jority of independent business men with native ability, 
with a willingness to work, to utilize new methods, and 











engaged in business today who are not fitted by training, 
experience or ability to carry on that business success- 
fully. 

Such individuals, whether affiliated with large or 
small business, always have failed ultimately and always 
will be eliminated through competition. But the vast ma- 





to take advantage of new conditions, and with a reason- 
able margin of capital, have as great opportunities for 
success today as ever before—in fact, a greater oppor- 
tunity, because of the steady advance in our living 
standards and buying power. 
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Atlanta Jobbers Report Good Trade During 


Christmas Season—Prices Are Steady 


(Atlanta office of HARDWARE AGB) 


ATLANTA, GA., Jan. 2.—Local hardware jobbers report a very 
satisfactory volume of holiday business and with the year now draw- 
ing to a close and dealers planning their annual inventory it is be- 
lieved that figures will soon show that the year 1928 held up to a 
fairly good average of business for the year, with sales running 


just a little below that of 1927. 


Jobbers’ stocks at this time are 


broken with the exception of spring merchandise which seems to 
be complete and ready for early spring delivery. 
No important price changes have been reported and collections 


at this time are shown to be fair. 





AXES.—Sales still indicate a fairly | 
good movement, and jobbers are keep- 
ing adequate stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, OCA.: 
Single bit, first quality, unhandled, 
$14.75 per doz.; first quality, handled, 
$19.25 per doz.; single bit, second 
quality, unhandled, $13.10 per doz.; 
single bit, second quality, handled, 
$16.50 base. 
BATTERIES.—Continue to move in 
good volume and is being met with well 
balanced stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILE mn F.0.B. ATLANTA, GA.: 
» $2.06; No. 486, $2.97; No. 
$2. 80; No. 768, 
4 No. 763, 97 
766, $1.30; No. 779, $i. 30; 
a, $1. 92; No. 762, 
. dry cells, ignition type, unit 
packages, 32% cents each. 
Flashlight, No. 935, 6% cents each; 
950, 64% cents; No 90, tM one 
705, 19 cents; as 13% 
cane: No. 791, 13 cen 
sag Hot Shot, No. 1461, $1. 67; No. 1661, 


eal NUTS AND RIVETS.—Move- 
ment is only fair on this line, with 
prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Carriage and machine bolts are list 
less 60 = cent. ~ list less 60 per 
cent. tove bolts less 75 per cent. 
Tire bolts less 50 per cent. 
bolts 60 per cent. Rivets, large, $4 
base per 100 lb. Small wagon rivets 
at 60 per cent. 


CHOPPERS.—Demand is fair and 
prices show no change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 


No. 1 food choppers, $19.20 per 
dozen; No. 2, $23.36; No. 3, $30.00 
No. 323 meat chopper $2.30 rere 
No. 333, $3.90; No. 304, $6.15; 
31228 $7. 60; No. 344, $10. 00; No. 345, 


CORRUGATED ROOFING. — Sales 
have been reported good, but have 
dropped off some at present. 


JOBBERS’ QUOTATIONS TO RE- 
pcre F.0O.B. ATLANTA, GA.: 
r square is quoted, with 10 

ames added for 11 and 12 ft. lengths. 


COAL TONGS.—Are still moving and 
business on fireplace fixtures has been 
very good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 45 coal tongs, $3 doz.; No. 25 
coal tongs, p doz.; No. 214 coal 





tongs, $3.50 doz. 


FIRE SHOVELS.—Continue to move 


| in fair volume and jobbers’ stocks are 


complete. 


JOBBERS’ QUOTATIONS TO RE- 

—s a F.0.B. ATLANTA, GA.: 

7 fire shovels, 7-16 x 24, $3 doz.; 

No. 30 fire shovels, 7-16 x 24, 60c. 

doz.; solid steel union, $4.50 doz.; No. 
25 galvanized, 20 in., "tbe. doz. 


FIRE POKERS.—Business is fair and 
jobbers report full stocks. 


JOBBERS’ ge pepe TO RE- 

TAILERS, F.O ATLANTA, GA.: 

No. 10% Ro nto hy J 20, 85c. doz.; 

No. 10 pockers, $6* x Sie. doz.; No. 

10 pokers, % x 
FIRE GRATES AND “GRATE BAS- 
KETS.—Good movement is noted and 
the demand is being met with full 
stocks. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. ATLANTA, GA.: 

Fire Grates.—Three piece grates, 
including frame, basket and ash 
screen, 14 in., $3.25 each; 16 in., $3.75; 

18 in., $4.25; 20 in., $5.25, less 30 per 

sent. 

¥ Grate baskets, round or square 

front, 14 in., $1.00 each; 16 in., $1.05; 

18 in., $1.20; 20 in., $1.40, net. 
PLOW GOODS.—This line is showing 
activity and stocks are full and ready 
for spring delivery. 

JOBBERS’ QUOTATIONS TO RE- 

TAS F.O.B. ATLANTA, GA.: 

Ww. B. y Dixie plows, $3.75 each; 

WB Farmers Friend, $4.67; WB Lit- 

tle Giant, $4.67; Georgia Cracker 

garden, #8 33; plain spring tooth cul- 
tivators, 5.35; Little Joe harrows, 
$4.42; 50- con harrows, $21.35; 

313 tooth $24.60; 9-tooth weeders, 

q-knife stalk cutters, $52.40; 

3 a. $52.95; Dow Law_ cotton 

planters, $6.25; chain guano distribu- 

tors, $8.00; knocker gun, 

Georgia stocks, 4 in. 

in., 2.38; 3-8 $ 4S : 

Ha bent rE $2. 53; welded foot, 


Georgia stock handles No. 1, 
per dozen; extra long No. 1, $8.75; 
rough straight plow handles, 
feet long, $3.62 per single dozen. 
ROPE.—Business is good and prices 
remain unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Cotton.—Cotton rope is quoted at 
28c. to 36c. per pound. 
Manila.—% and larger, 25c. per Ib.; 
HD - per Ib.; %, 27c. per Ib.; %, 
28c. -> 5-16, 29c. per Ib.; "Kc, 
29c. oor Ib. 


SAWS.—Business has increased and 
this line is moving well at this time. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
“Simonds” cross cut saws. —No. 13, 





514 ft; $6; No. 13, 6 ft., $7; No. 324, 
. t. 2 


ae No. 22, 7 ft., eg 
» $6; No. 325, 6 ft. 

+» $8.10; No. = 
0214, 5% ft., 3.20; 214, 
$3.45; No. 200, 514 ft., $4. 50; No. 200, 
6 ft;, 4.90. 

“Atkins” cross cut saw.—No. 5, 
5 ft., $5.40; No. 5, 5% ft., $6; No. 5, 6 
ft., $7; No. 5, 6% ft., $8.10; No. 4, 5 
ft., $5. 40; No. 4, 5% ft., $6; No. 4, 6 
£t.; St; No. 4, 61% ft., $8.10; No. 225, 5 
ft., $4.91; e 225, 5% ft., $5.41; No. 

; No. 235, 61% ft., $6.35; 
$5.10: No. 12, ‘BG "tt. $6: 
ar No. 8, 5% ft., $6. 


STOVES. polis have shown a brisk 
movement, but at the present time are 
slowing up and are showing normal de- 
mand. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. ATLANTA, GA.: 

Nesco Oil Cook Stoves, 2 burner, 
$19.25 each list; 3 burner, $25.00 each 
list; 4 burner, $32.00 each list; 5 
burner, $43.25 each list. 

High shelves for above, 2 burner, 
$5.90 each list; 3 burner, $7.50 each 
list; 4 burner, $9.10 each list; 5 burn- 
er, $11.25 each list. 

Nesco Rockweave wicks, $3 per 
doz. list; chimneys complete, $1.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs takes 33% 
per cent discount. 

Perfection.—Oil range, white porce- 
lain with built-in oven—No. 339 with 
5 Superfex burners, $143; No. 279 
$123; No. 169 Range, black and gray, 
$100. Stoves—No. 74, 4 burners, $31; 
No. 73, $24.25; No. 72, $18.50. 

Dealers’ discount on net purchases 
of less than $100, 30 per cent; on all 
net purchases including and follow- 
ing $100 qualifying order, 33% per 
cent. On all purchases amounting to 
$250 or more during calendar year, 
annual bonuses of from 2 per cent 
to 10 per cent will be paid according 
to volume of business. 

Puritan.—Oil range, white porce- 
lain with built-in oven, No. 249, $125. 
Stoves, No. 44, 4 burners, $31; No. 
43, 3 burners, $24.25; No. 42, $18.50. 

Puritan discounts "the same as on 
Perfection stoves. 

Puritan Pressure-gas (Gasoline).— 
White porcelain range with built-in 
oven, No. 759, $132. Stoves—No. 714, 
4 burners, $39; No. 713, $34; No. 703, 
3 burners, $27.25. 

Discounts same as on Perfection 
stoves. 

Wicks.—Oil Stove Wicks.—Perfec- 
tion and Puritan, $3.75 per doz.; $45 
per gross. 

Dealers’ discounts the same as on 
Perfection stoves. 

Perfection. — Portable kerosene- 
burning room heaters, No. 1686, 
green porcelain, Pyrex globe, $17; 
No. 1526, black japan, Pyrex globe, 
$10.25; No. 1530, black drums, nick- 
eled trimmings, $9.50; No. 525, black 
drums and trimmings, $7.50. 

Dealers’ discounts the same as on 
Perfection stoves. 

Ovens, Perfection.—No. 211 1 burn- 
er, plain door, $2.60; No. 211G, glass 
door, $2.85; No. 122G, 142G, 2 burner, 
giass drop door, $6.70. 

Puritan.—No. 42G, 2 burner, glass 
drop door, $5.75; No. 42, 2 burner, 
steel drop door, $5.50. 

Dealers’ discounts on Perfection 
and Puritan ovens the same as on 
Perfection stoves. 

Heaters, Cast !ron.—Hot blast, No. 
12, low, $11.35 each; No. 14, $12.10; 
No. 12, regular, $12.65; No. 14, $15.00; 
No. 16, $7.60; No. 18, $20.00. 

Box heaters for wood, 18 in. long, 
Hy 75 each Fry i. $5.35; se TF a -05; 


in js Be ae in., 
310. 50; 36 in., $11. 
Common coal ne i No. 44, $3.70 
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each; No. 55, $4.45; No. 66, $5.25; 


JOBBERS’ QUOTATIONS TO RE- 








Barbed Wire.—Per 80-rod spool; 2- 


“* 77, $6.35. TAILERS, F.O.B. ATLANTA, GA.: point light cattle, $2.50; 2-point light 
Big ‘Joe heaters, extra heavy sec- Per 100 Ib. hog, $2.75; 4-point heavy cattle, $3.40; 
ea ee ee Ee wee Sone ane oy ape $62.50 —. heavy: gq ho or Ca 
enters, shect tren, 17 tn, Mec, OS ane ae ap ney: & 69.40 rol, 736. uw Hy 25: , aaei2, $6; 939-11, 
$1.35 each; 20 in., $1.75; 24 in., $4.25. ang, oF eertemnshieort oveneke Hd $7.85; 1446-1214, $11. 
STOVE PIPE.—Orders show that this SS EEO, neeoultry and Rabbit. Ta Fe folsase 
line is still in good demand. Prices ES Re ee re sete 148.00 34 85; 2188, $5.50. 
show no changes. WIRE PRODUCTS.—tThis line has Steel Fence Posts. —‘‘T”’ galvanized, 








































’ 5 ft., 55c. each; formed painted, 35c. 
JOBBERS’ QUOTATIONS TO RE- been rather slow. =. “alee oe a Ge 








TAILERS, F.0.B. ATLANTA, GA , ’ ; 

Geral a New ss | GRRMBES QMOTATIONS 70 Ge; | it teed pated el 

Pin., $16.00 per 100 yd.; 7 x 6, $16.00 Plain Smooth Wire Black Galvanized painted, 50c. each; “T” galvanized, 

per 100 yd. iba Gage Per 100 Ib. Per 100 Ib. = Si Soe ney formed painted, 56c. 

"Elbows.—One piece corrugated, 5 : = 

$1.85; 54% In, $1.40; 6 In, $1.50; \iltnemeiatept acct, Teme Wire Screen.—12-mesh, black, $1.85 

in, "$2.00 OS <axssdedansetatonkina 3,60 4.10 oped 8 ee ae 

oni i BS Setctedso. 2450ans er E " : per sq. ft.; -mesh, gal- 

TRACE CHAINS.—Sales show fair] 12 v0.00 voice 39) Aas vanized, $2.90 per 100 sq. ft; 16- 
steady demand. ee SR eee 4.20 4.85 mesh, bronze, $6.50 per 100 sq. ft. 





New England Jobbers Expect Sales of — 
Spring Goods Will Exceed Those of 1928 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON 

Rods.—Steel bait, Vim, 5c. each 
net; Sunnybrook, 1; bait casting, No. 
854, $1.56; Sunny rook fly, No. BF, 
$1 1.10; telescope, No. 86, 8% ft., $1.65, 
No. 96, 9% ft., $1.65. 





| (Boston Office of HARDWARE AGE) 
BosTon, Dec. 31.—New England shelf hardware jobbers are 
firm in the conviction that sales of spring goods during the next 
month or so will exceed those of 1928. It is their opinion that re- 
tail stocks are small, and that retail dealers now realize that prices tee: gh $3.50 
for spring goods are on a strong foundation and that there is no sit: £6; Bo alee 
good reason why the retailer should not go ahead with plans for No. 500, $36. 
the sale of such merchandise. It is on spring goods that the jobber 
is plugging his hardest. As was the case last year and the year be- 
fore that, the general run of retailers are slow in committing them- 
selves, however, consequently jobbers realize that it will necessitate 
a lot of hard work to get the buying ball rolling goods. 
A lot of New England manufacturers have been busy the past 
week, as have jobbers and retailers of hardware, with inventories. 
With inventories out of the way general opinion seems to be that 
business will materially improve almost immediately. In analyzing 
the holiday business it is gratifying to note that sleds, skates, skis 
and snowshoes sold rapidly and in much larger quantities than 


per doz. net; 
$10.50; No. 
No. 350, $26; 


a a —No. 5, 40c. per doz. 
net; 550, 80c.; No. 1000, $1.20; No. 
2000, 3. 15. ‘Cod lines, No. 2500, $2.40 
per ‘doz.; ; No. 40, $4; No. 50, $6. 

GARBAGE CANS.—There is always a 

call for garbage cans in January. Sales 

of underground kinds have been espe- 
cially good this winter, presumably be- 
cause of the lack of snow making it 
possible to install such cans. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Garbage — —Underground, gal- 
ra age No. 2, $9.75 each net; No 
$12.25; No. 0. in lots of a dozen, $6 
ane “cement coated, 14 x 22 in., $11 


everybody had anticipated. The volume of the holiday toy busi- each. Regular outdoor, galvanized, 
ness also was highly gratifying. It is becoming more evident as at., $1.68. 


Garbage Pails. ry gm My o. gal., 
$8.20 per doz. net al., $10.50; 7 
gal., $11.60; 10 gal., $12.50. 

Garbage Lak sata sal the sink, 
$12 per doz. net. 

IRON AND STEEL.—Jobbers in gen- 
eral are of the opinion that 1928 was 
one of the best years experienced in 
some time. The movement of iron and 
steel did not really get into full swing 
until the last half of the year, but 
during that period came ahead quite 
fast. It is still holding up mighty 
well. 


JOBBERS’ ee woe TO RE- 
TAILERS, F.O.B. BOST 


each year rolls around that toys are a very important branch of 
business for the retail hardware dealer during the Holiday season. 
More toys were sold in the season just closed than ever before in the 
history of local jobbing houses. 





per doz. net; Senior, $28. Blue Rib- 
bon barrel racks, $3.75 each net. 


AXES.—Occasionally it is necessary 
for a retail dealer to replenish his 
stock of axes and handles. When it is 
so the buyer orders cautiously, how- 
ever, and usually confines his purchases 
to one or two numbers. 


ASH CANS.—Ash cans are needed by 
retailers. Sales are remarkably good 
for this time. 


JOBBERS’ yep tse ed TO RE- 
TAILERS, .0.B. BOST 

Ash Cans.—National iisinating & 
Stamping line, No. 171, $3.12 each 
net; No. 181, $3.50; No 190, $4; six 
ribs, No. 0180, $2.25. Reeves line, in 
lots’ of 25, No. 260, $1.80 each net; 


No. 26, $3.50; = lots * less than 25, JOBBERS’ Suet ATOR _vo RE.- Steel.—Soft steel bars, rt 25% per 
No. 260, #2 each $3.80. Hill- TAILERS, F.0O.B. BOST 100 lb. base; flats, $4.15; plain con- 
son line, N 7, in a. — net; No. Axes. —'Standard Saree ” without erete bars, $3. 26%; deformed con- 


1724, $24; No. 1800, 31. eT ae ae per, a 7 i $476, bars, “ 26% tire steel, $4. “i $e 
. usual extras for weights an andles -75; open-hear' spring stee 5 
ASH SIFTS.—There is a steady, al- bw me $10: a 


" and crucible spring steel, $12; 
though not large, movement of ash ‘ gry Tm Ps 28-in., $7 per bands, $4.0114 to $5; hoops at $5.50 to 
oz. net; 


i BY $4.90; ovals, $4.90; 


sifts out of jobbers’ stocks. The indi- $4.86; 28 in., $4.16 and ss” egies oumaah, $3. 2614; cold-rolled steel. 
vidual retailer is buying in small quan- FISHING TACKLE. — Jobbers have $3.95 to $4.45; toe calk steel, $6; 
tities. Ash can trucks also are selling. | .ueceeded in securing a few advance or- $5,303; plates, $3.36 % yO eee 
TAILERS, F.O.8 BOSTON: — "= | ders for fishing tackle from those re-| _,,,!"on—"Refined, | tron bars, 
Ash Sifts.—Triumph, two to the tailers who make quite a feature of Norway iron sant, $6. y; "equares 


and flats, $7.10. 
LAWN ACCESSORIES.—Jobbers con- 
tinue to plug on lawn accessories, but 
report bookings to date as backward. 


crate, in crate lots, $2.17 each crate 
net. Success, $6. 50 per dozen net. 
Square, in dozen lots, $5.75 per doz. 
net; round, $3.68. Favorite, $6 per 
doz. net; Rapid, $8.40. 

Ash Can Trucks.—Little Man, $30 


such merchandise. The feeling per- 
sists in retail and jobbing circles that 
1929 will be a big year in all kinds of 
fishing tackle. 
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It is believed business will materially 
improve before the close of January, 
however. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O BOST 
Rakes. ny of ag '8 bow, 
steel, Hub, $9 per doz. net; 3 bow, 
steel, hand made, $10. Wood handle 
on rake with 24 teeth, 24 grade, $6.60 
per doz. net. 
PRUNING SAWS.—It is said by job- 
bers that retail stocks of pruning saws 
are small. It is also said that retail- 
ers in all probability will cover their 
early 1929 requirements within the next 


sales of screens and doors are reported 
by jobbers. As was the case a year 
ago, however, the average retailer is 
too busy with inventories to give much 
attention to screens and doors. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 
Screen Doors. —From stock, No. 241, 
.6 x 6.8, ee per doz. net; 
9.88; 10, $20.94; 
1.88; 
Pa $27.81; 2. a 
$30.13; No. 545G, 2.6 x 6.8, $41.69; 
x 6.8, a 2.10 x 6.10, $44.88; 
3. 0 x 7.0, $46.44, 

Factory Sh’cinents.—Deduct 10 per 
cent from the above prices. Freight 


’ 


bol K eno 
Ne: 


Pruning Shears.—No. 300, $4 
doz. net; No. : 

23, $6; No. 65, $7.50; No. 30, $8; 

40, $15; No. 290, $22.50; No. 240, 
French wheel, No. 8, | $20 

net; No. 9, $23; No. 39, $9. 

Grass Shears. — Special, $2.50 
doz. net; No. 1, 5%-in. blade, $2. 75: 
No. 1360; 51%4-in. blade, $4; No. 1267E, 
5-in., $6; Disston, No. 1105, T-in. 
blade, $11.75; Graham, shear pattern, 

No. 017, $6; No. 117, $7.50. 

Shears.—Lawn, No. i06, $2.50 each 
net hedge, No. 100L, $1; No. 100, 
7-in., $1.30; 9-in., $1.65; No. 101-9-in., 
$1. 75; border, No. 104, 9-in., $2.50; No. 
105, 9-in., $2. 90. No. 2, 90c. Ladies 
or rose, $6 per doz. net. No. 117, $8. 


WINDOW GLASS.—It is believed that 


is allowed in the distribution of cars 


few weeks. 
from factory. 


JOBBERS’ QUOTATIONS TO RE.- 
BOSTON: 


TAILERS, F.O. a. SHEARS.—Last year was probably one 
Pruning Saws. — Disston York 


J of the best on record so far as jobbers’ 
a ae ae 20-in., hax nat in. sales of all kinds and makes of shears 
$10.85, 20- Hit No. iil. ao 2 are concerned. Retailers are believed 
16.50; No. 3.’ 16-in.. sie: 90, 18- fe. to have carried over small stocks, con- 
12. 30, 20- hy "$13.05; No. 16, 14-in., sequently jobbers are again optimistic 
regarding the future. 


$18.35; No. - 14-in., $18.35; No. 11, 
, JOBBERS’ QUOTATIONS RE- 


18-in., $13.30 
SCREENS AND DOORS.—Advance TAILERS, F.O.B. BOSTO 








sales of window glass in January and 
February will equal those for the cor- 
responding months last year. As the 
jobbers have sized up the situation, re- 
tail stocks are badly broken. 
JOBBERS’ QUOTATIONS re RE.- 
TAILERS, F.0O.B. BOST 
Window Glass.—Third cue, sin- 
gle B bracket, 88 and 5 per cent dis- 
count. All other singles, 88 per cent 
discount. Double B and all sizes, 87 
per cent discount. 





Northwest Conditions Are Best Yet, 
Says Twin Cities Report—Prices Steady 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, Jan. 2.—With the holiday season back of us and 
inventories fairly well out of the way, thoughts of wholesaler and 
retailer alike are turned toward the plans for the coming year, or 
rather, the new year which has already arrived, and what it will 
bring. Conditions in the Northwest tributary to the Twin Cities are 
the best that they have been, taken as a whole. There are some 
sections, as always, that suffered poor crops in 1928, but the aver- 
age right through is good. Results of those crops are still coming 
in and will be felt in the trade centers for the next six months. 

Prices in general are steady. There have been no revisions made 
so far, but with the clearing away for the year, this will doubtless 
receive consideration. 





Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 


GALVANIZED WARE.—Demand _is 
Single bit, base weight, unhandled good for some of the items, with 


axes, $15 to $16.50; double bit, $20 to stocks well assorted. Prices have not 
$21.50; single bit, handled, $19.50; changed. 


double bit, handled, $24.25 doz. net. pone iat 
F P P BERS’ QUOTATIONS E- 

BALE TIES.—Demand is fair, with| TALERS F.O.B) TWIN CITIES: 
prices unchanged. Standard 10 qt. galvanized pails at 


$2.55; 12 qt., $2.70; 14 qt. 6 qt., 
JOBBERS’ QUOTATIONS TO RE- stock pails, 34 .10; 18 Ms, a 50; sta tand- 
TAILERS, F.O.B. TWIN CITIES: ard galvanized tubs, No. 1, $7; No. 
Single loop bale ties, 9% x 14, $1.64; 2, $7.90; No. 3, $9.26; heavy galvan- 
9% x 15, $1.46; 9% x 14, $1.68 per ized tubs, No. 1, $12.85; No. 2, $14.05; 
bundle, net. I 8, $15.25 doz., net. 


COAL HODS.—Sales are showing @/ GLASS AND PUTTY.—Demand is 
fair demand, with stocks ample. Prices light at present, in comparison with 


have not changed. that of early fall. Stocks are ample 
JOBBERS’ QUOTATIONS TO RE- and prices firm. 


TAILERS, F.O.B. TWIN CITIES: 

Japa nned open coal hods, 17 in., JOBBERS’ QUOTATIONS TO RE.- 
$3. 35; 18 in., $3.85; Japanned funnel, TAILERS, F.0O.B. TWIN CITIES: 
17 in., $4.30; 18 in., $4.90; galvanized Single and double strength glass, 
open, 17 in., $4.65; "18 in., $5.40; gal- Minnesota prices, 83 per cent from 
vanized funnel, 17 in., 36; 18 in., lists; strictly pure putty, in 50 Ib. 
$6.80 doz., net. steel drums, $4.85 cwt., net. 


FILES.—Demand is normal for this | NAILS.—Deliveries are light, with 
time of the year. Prices have not | prices unchanged. 


changed. JOBBERS’ QUOTATIONS TO RE- 
JOBBERS’ QUOTATIONS TO RE- TAILERS, F.0.B. TWIN CITIES: 
TAILERS, F.0.B. TWIN CITIES: Standard wire nails and cement 


AXES.—Sales are normal, with prices 
steady. 


JOBBERS’ Ain cr, TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 








coated wire nails in 100 lb. kegs at 
$3.10 per keg base. 


OIL STOVES AND HEATERS.—Deal- 
ers anticipate a good trade in oil stoves 
during the year. Oil heaters continue 
to sell at a fair rate Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

No. 500, Nesco oil stoves, $72. each; 
No. 213, $23.50 each; No. 213, with No. 
1103 shelf, $30.50 each, less 33% and 5 
per cent. Perfection oil ranges, white 
porcelain with built-in ovens, No. 
339-5 Superfex burners, $10; No. 279, 
$120. Stoves, No. 74, 4 burners, $29.50; 
No. 73, $23.25; No. 72, $18. Puritan 
oil ranges, white porcelain, with 
built-in ovens, No. 249, $122; stoves, 
No, 44, 4 burners, $29.50; No. 43, 3 
bufners, $23.50; No. 42, $18. Puritan 
pressure-gas (gasoline) white porce- 
lain range with built-in ovens, No. 
759, $128; stoves, No. 714, 4 burners, 
$38; No. 713, $33; No. 703, 3 burners, 
$26.50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; Nb. 122G, 2 burners, 
glass swing door, $6.20; Puritan, No. 
2G, burner, glass drop door, 
$5.50; No. 42, 2 burner, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 


green porcelain. Pyrex globe, $16.50; 


No. 1526, black japan, Pyrex globe, 
$9.75; No. 1530, black japanned, 
nickel trimming, $9.25; No. 525, black 
drum and trimmings, $7.25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 334% per cent; on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 


PYREX OVENWARE.—Holiday trade 
was excellent in this line, with prices 
steady. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 


aon nes Ny Sey es 


SS ii a ce eR a i ps a 
i ae. TE 
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60c.; No. 231 utility dishes, 67c.; No. | thi inuing. JOBBERS’ QUOTATIONS Te RE- 
12 teapots, $1.67; No. 26 teapots, this seems to be continuing. Exchanges | | 00his F.Oo TWIN CITIES. 
for correct sizes is taking up some ler a x 28, 


$2.33 and No. 953 percolator tops, 7c. 
each net. 
REGISTERS.—Demand is normal, with 
ample stocks from which to draw. 
Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent, 
and wrought steel registers, 40 per 
cent from lists. 

REGISTER AND RADIATOR 
SHIELDS.—Sales have been very good, 
and there is still a demand for these 
items. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6, and No. 20, wall type, 

5.20. Prices are net to dealers per 


dozen. No. 1 and No. 2 are oxidized 
copper.. No. 10 and No. 20 are black 
enameled. 


Gem, Bey ey 
, $4. + 
No. x; 


6, $6; No 6-b, * Sebo; No. 8, 
$7. These sines are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each list. 


ROPE.—Demand is good for certain 
sizes, with stocks ample for present 
needs. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Best grade manila rope, 7-16 


“7% Ts “ag Py 
mg 1, 


in. 


and larger, 22c., and smaller than 
7-16 in., 23c.; best grade sisal rope, 
17c. 1b., base. 


SANDPAPER.—Sales have been good 
all the fall, and the year closed with 
good totals in this line. Demand is 
normal at present, with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No 1, 67c. per box of 75 sheets; garnet 
No. 1, $16.75 per ream net. 


SCREWS.—Sales are steady, though 
rather quiet at the present time. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Flat head, bright wood screws, 50 
per cent; flat head japanned, 37% 
per cent; round head blued, 45 per 
cent; round head iron nickel plated, 
25 per cent; flat head brass, 40 per 
cent; round head brass, 35 per cent 
from lists. 


SK ATES.—The holiday business deve'- 


| 





| 





time with the retailers on Christmas 
gift skates. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Ice skates, No. 1624, men’s, 84c.; 
te. 524%, $1.19; No. 924%, $3.31; No. 
$3.13; No. 5%, 84c.; ladies’ skates, 
Hn $1.24; No. 592436, $3.50; No. 
424%, $1.81 per pair, net. Genuine 
Nestor Johnson North Star, alumi- 
num finish, $6.75; nickel finish, $7.75 
pair, net. 


SOLDER.—Demand is fair, with prices 


steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Strictly half and half solder at 34c., 
and warranted half and half solder 
at 35c. a Ib. in 100 Ib, boxes, net. 

STEEL SHEETS.—Deliveries are nor- 
mal for this time of the year. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets at $4.75 
ewt. base (24 ga.), and black steel 
sheets at $3.90 cwt. base (24 ga.); 
Armeo falvanized iron, 24 ga., $6.65 
cwt., net. 


STOVE PIPE, ELBOWS AND DAM- 
PERS.—Sales are fair, with ample 
stocks on hand. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Stove pipe uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated, 6 
in. elbows, $1.27; adjustable charcoal 
iron, 6 in. elbows, $2 doz.; cast iron, 
wood handle, dampers, 6 in., $1.25; 
coil handle, $1.15 doz., net. 


STOVE BOARDS.—Sales are still fair, 
though showing the lateness of the sea- 
son in this particular. Prices have. not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Crystallized stove boards, 28 x 28, 
$16; 30 x 30, $18.60; and 36 x 36, 
$25.95 doz., net. 


| STOVE SHOVELS.—Sales are steady, 


| 
| 


with fair volume. Prices are un- 


changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Stove shovels, japanned, 14% in., 
50c.; Jumbo, japanned, 21% in., $1.35; 
Jumbo, Jr., japanned, 75c. doz., net. 


TIN.—Deliveries are fair, with prices 


oped a very good volume of sales, and firm. 








Furnace coke ” tin, 
$14.50 box, and roofing tin, IC, 20 x 
28 in., 8 Ib., coating, $15.50 box, net. 


WEATHER STRIP.—Sales continue 
show good volume, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

har ox strip, wood and felt, % 
in., $2. % in., $3; 1 in., $4.20; 
Wirfs full reels, $3.50; Bosley, full 
reels, $3.75 per 100 ft., net. 


WINDOW VENTILATORS—Demand 
is good, with stocks well filled. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Continental, metal frame, No. 833, 
; No. 837, $4.75; No. 845, $5.20; 

$5.50; No. 1145, $6. 30; No. 
a 30; No. 1445, $8.10. Prices are 
per ’ doz., net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, $6.10; No. V959, 
$6.75; No. V1537, $5.85; No. V1549, 
$7.80. My are per doz., net. 

Diamond E., metal frame, No. 01, 
34:80; No. 03, $5.60; No 
"No. 2, $5.60; No. 3, $6.40: 
No. 4, $7.60; No. 5, $8.40. Prices are 
per doz., net. 


WIRE.—Demand is light at this time 
of the year. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattle barbed wire, $2.97 per 
80-rod spool; painted hog barbed 
wire, $3.18 per 80-rod spool; No. 9 
(base), smooth galvanized wire, $3.55 
ewt.; No. 9 (base), smooth black 
wire, $3.10 cwt. 


WRENCHES. -- Sales are 
though rather light at present. 
show no changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap-on Wrenches.— Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% per 
cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 


to 


steady, 
Prices 








Window Display Features Plastic 
Wood 


A retail dealer on Summer Street, Bos- 
ton, Mass., recently arranged this attrac- 
tive window display featuring Plastic 
Wood, manufactured by the Addison-Leslic 

, Canton, Mass. Considerable ingenu- 
ity was shown by the display manager of 
the store in the arrangement of the dis- 
play. The dealer reports that frequent 
similar displays have helped stimulate the 
sale of this product, not only to home own- 
ers, carpenters and painters, but to other 
retail dealers as well. 
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Pittsburgh Jobbers Busy with Inventory— 


Check Up Indicates Moderate Stocks 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Jan. 2.—Hardware business is paying tribute to the 
season of inventories and conferences preparatory to a new year. | 
Most of the jobbers have their road men in and stock taking is on, 
while the retailers also are counting up their supplies and figuring 
what 1928 meant in the way of profits. The check up on stock gen- | 
erally is developing that they are of very moderate proportions, but 
that has been the usual condition in the past few years. Higher 
prices have been announced for boxwood rules. Halter and tie-out 
chains have been advanced 10 per cent. The advance announced | 
several weeks ago by one maker of padlocks in the past week has | 
it amounts to 10 per cent. This year’s 
prices on stove pipe and elbows have been reaffirmed for 1929. 


been followed by others; 





0 a ge epee 8.85 1.30 
AUTOMOBILE ACCESS ORIES— he ea 10.05 1.60 
Business is fairly active. It is a little 31x¢ “hee 11.10 1.90 
too mild and an absence of snow stands 33x4 eanbeaeenaee 205 
in the way of really good sales. at 0 AS Re oe 12.95 2.30 
JOBBERS’ QUOTATIONS TO RE- eee meeeeeE 2:45 
ie F.0.B. PITTSBURGH: 4 ae reanaatana nen 16.70 2:50 
Tire Chains.—Lots of 1 to 9 pairs, Ts al 17.85 . 2°70 
list less 30 per cent; 10 to 49 pairs BME iiecidco ccs 18.40 2°80 
, (one shipment), list less 35 per cent; hh atin ans 21.15 3.20 
ee ee ee oe.  _ Lin pp ee 22.70 3.40 
n usters Cc r 
og mag per ay pliers, 45c. each, BATTERIES.—Dry cell batteries con- 
a ae ae ee Sarton: Ne. 5. tinue to sell steadily. 
a0; 0. ° 
P Radiator Compounds. — Denatured JOBBERS’ QUOTATIONS TO RE- 


alcohol, 1 to 4 barrel 


lots, 60c. per 


TAILERS, F.0.B. PITTSBURGH: 


gal.; 5 to 9 barrels, 58c.; 10 barrels Broken Unit 
or more, 56c.; Prestone, 1% gal. and Packages Packages 
1 gy: gel per gal.; gal. No. MMS hie css $2.22 $2. 06 
Spark Plugs.—Lots of 100 or over, ok Bes eieteseaame ©” 193 
50c. each: less than 100, 53c. each. MI oe Se aon a vine 3.00 2.80 
AUTOMOBILE TIRES AND TUBES. | No. 768 FREE: ot 1.82 1.14 
iNO.7 GS - cabecrestersceon ° } 
December sales are disappointing, run- | nae 1:05 07 
ning only about 60 per cent of those of NO. 766 -............4. 1.40 1.30 
: PUTIN eS iss .b chee bs 1.40 1.30 
that month in 1927. Mis FIRE hbk oes ben’ 2.06 1.92 
a. ee Sent 1.93 1.79 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Mansfield Balloon Tires and Tubes. 


-—Casings——, Heavy 


Size 4 Ply 
19 in.—27x4.40 $7.20 
21 in.—29x4.40 7.60 
21 in.—30x4.50 8.45 
19 in.—28x4.75 9.15 
20 in.—29x4.75 9.55 
21 in.—30x4.75 9.95 
19 in.—29x5.00 9.90 
20 in.—30x5.00 10.20 
21 in.—31x5.00 10.65 
22 in.—32x5.00 11.75 
18 in. —28x5.25 11.10 
19 in.—29x5.25 11.55 
20 in.—30x5.25 11.90 
21 in.—31x5.25 12.25 
18 in.—28x5.50 12.30 
19 in.—29x5.50 12.65 
20 in.—30x5.50 barets 
18 in.—30x6.00 
19 in.—31x6.00 
20 in.—82x6.00 
21 in.—33x6.00 
22 in.—34x6.00 
23 in.—35x6.00 
18 in.—30x6.50 
19 in.—31x6.50 
20 in.—32x6.50 
21 in.—33x6.50 
18 in.—30x6.75 
20 in.—82x6.75 
21 in.—33x6.75 
20 in.—34x7. 30 


.Mansfield High Pressure Tires and 


Tubes: 


Size 


30x3 
30a3% Extra Size Cl. 


eavy Duty 
Duty Tubes 
6 Ply Each 
Pe 
$9.50 1.50 
11.05 1.60 
ait 1.65 
oe 1.70 
Set 1.75 
ae 1.75 
oat 1.80 
div 1.85 
oes 1.90 
ae 1.85 
ree 1.90 
13.85 2.00 
14.35 2.05 
sedis 2.20 
14.80 2.25 
15.65 2.35 
15.75 2.25 
16.25 2.30 
16.55 2.40 
17.10 2.55 
17.80 2.50 
18.55 2.55 
19.15 2.50 
19.55 2.60 
19.80 2.70 
20.40 2.85 
20.30 2.85 
21.40 3.15 
22.15 3.20 
30.30 3.45 
Heavy Heavy 
Duty Duty 
Cords Tubes 
Each Each 
5.85 $1.20 
7.05 1.30 


No. 6 dry cells, ignition type, unit 

| packages, 36c. each. 

| Flashlights.—No. 935, 6%4c. each; 

No. 950, 644c.; No. 790, 13c.; No. 705. 

19¥%4c.; No. 750, 13%c.; No. 791, 138c. 
Hot Shot.—No. 1461, $1.67; No. 1661, 

$2.37. 


ducers. The Union Hardware Co. is 
reported to have abandoned the manu- 
facture of this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

No. 61A, $2.85 per doz.; No. 62, 
$7. 5b; No. 661A, $5.41; No. 68A, $1.63; 
No. 84, $6.60. 


BUILDERS’ HARDWARE.—The mar- 


showing good volume for the time of 
year, which ordinarily is a quict period. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip. plated, dull brass 
and antique copper, less than case 
lots, in 3 x 3 in., ‘ey 50 per 100 gee: 
38% x 3% in., $19; x 4 in., $30 

Hinges.—Heavy pe 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80: 
extra heavy T, 6 in., $2.30 per doz.: 
8 in., $3.40; 10 in., $5.40; light strap. 
with’ screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair: 
4 in., "$12. 60. 

Hasps.— Hinge, without screws, 
single dozen lots, 3 in., 65c. per doz.: 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
of Ge per doz.; 4% in., $1.14;.6 in., 





BOXWOOD RULES.—Higher prices | 
have been announced by leading pro- | 


ket is not really active, but sales are | 


gy Sets.—Swinging hinges, 10 
., $3 per set. 
Mites NUTS AND RIVETS.—Stove 
bolts are slightly easier, but the general 
list is without change. Jobbing sales 
are only moderately active. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Boilts.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 


cent off list 
_— ss styles, 60 per cent off 
lis 


ietisnaiaie $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


DOOR MATS.—Sales are good consid- 
ering the fact that there has been little 
snow in this area so far this winter, 


| and snow is one of the best mat sales 





arguments. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Cocoa, $8 to $15 per doz., according 
to size; wire, 15% x 23% in., $1 each; 
18 x 30 in., $1.50; 22 x 36 in., $2.15: 
35 x 48 in., "$3. 33. 


ELECTRIC DRILLS.—Jobbers report 
a growing market for this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

No. 141, $24 each; No. 142, $32; 
No. 122, $48; No. 562, $35.20; No. 382, 
$41.60. 


HALTER AND TIE-OUT CHAINS.— 
An advance of 10 per cent has been an- 
nounced by leading makers, presumably 
because of the higher prices recently 
put out on wire. 


PAINTING SUPPLIES.—Business still 
is low, but prices are holding steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, l5c. per 
gal. higher); white lead, 13%c. per 
lb. in 100-lb. lots; 10 per cent less in 
fots of 500 lb. or more, and extra 4 
per cent less in lots of a ton or more: 
turpentine, 75c. per gal. in barrel 
lots; raw linseed oil, 11.7c. per Ib. 
in barrel lots. 


SKATES.—There is some call for ice 
skates, but it.will take some ice-mak- 
ing weather, which has not yet arrived, 
for sales to be really good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Roller Skates.— Union Hardware 
Co. line, No. 2, 70c. per pair; No. 3, 
75e. No. 10, $1.05; No. 6, $1.55: 
Winslow line, No. 38%, $1.50: No. 38, 
$1.60; No. 38, rubber- tire, $2.50 per 
pair. 

Ice Skates.— Winslow line, No. 2110, 
65c. per pair, same L. S., ‘$1.12; No. 
2120, $1.20. Same, L. S., $1.50; No. 
2140, $2.20; same, L. S., $2.50. 


STOVE PIPE AND ELBOWS.—Prices 
for 1928 have been reaffirmed for 1929 
by leading manufacturers. 


WEATHER STRIPPING.—Very fair 
call for this line still is reported. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Meta- — % in., $19.50 per 1000 
ft. % 3 $26 per 1000 ft.; cushion, 
all felt, Ne. 18, $2.40 per 100 ft.; No. 
be a per 100 ft.; No. 20, $3. 25 per 
( Ss 
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Burfo, hard bronze, 3 and 4 ft. 
lengths, 5c. per ft. net. Economy, 
for windows, 36 x 36 in., $1 per 
carton of one window set; for doors, 
36 x 84 in., $1.26 per carton of one 


door set. 
WINDOW VENTILATORS. — Good 


movement of window ventilators con- 
tinues to be made by local jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Continental, metal frame, No. ss. 
$4.50; No. 837, $4.75; No. 845, $5.2 
No. 1137, $5.50; No. 1145, $6.30; NG. 
1437, $7.80; No. 1445, $8.10. Prices are 
per ‘doz., net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, $6 10; No. V959. 
$6.75; No. V1537, 7, $5.85; No. 1549, $7.80. 
Prices are per doz., net. 

Diamond E, metal frame, No. 01, 
oe. Pak 02, %. 80; No. 03, $5.60; No. 


F $5.60; No. 3, $6.40; 
No 4, $7. 60. Ne $8.40. Prices are 
per doz., net. 





Schumacher, wood frame _ sheet 
rst" 077 831, $2.75 per doz., No. 
Wurldebest. —All = No. $2.50 
pg No. 3, $3; No. 4, $3.50; No, 5A, 


$4; No. 6A, $4.75; Rio! "6B, $5; all list, 
subject to dealers’ discount’ of 33% 
per cent. 


WIRE PRODUCTS.—Jobbers do not 
yet find the demand from retailers to 


have shown much improvement. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Fence Wire 





per 100 Ib Annealed Galvanized 
No. 6 to 9 gage........ 3.00 $3.45 
Se 6 snasSacek ease -50 
MEE) Saccecnshasenbab 3.55 
ye | Se ee aaa. 3.65 
I eres or 3. = 
No. 14 4.00 
=a 15 4.30 
Se ae 3.7 4.55 
Barbed wire (per 80-rod spool): 
UID MUNENID 0. ois, se vdWenie nea diet $2.97 
Se SE a dcutcnic vows > tec does 3.18 








oe ee 
4-point cattle 
2-point cattle (pected Pe 
Z : ld Woven ire Fence (per 100 
s 
ES nee eee ree s $39.80 
i SP Fort eee 55.80 
RES Si bint oie swt Oo b eee Oe 27.70 
SE ee ree ae eke 37.00 
EE Sees ss cx ate dew he eeS Ween one 35.80 
ER ee ae er 7 9.20 
Poultry and rabbit (No. 14% ene); 
SN SN S's o'vi.n.c.% sa e's Sup ews wae oe $36 
EE aks wine town neee eke eaten £00 
a RS SE SCRE en gs ae 49.50 
Smaller mesh: 
Se , RAS OS Ae a ta $37.00 
BEOy NUD one cps sk tetawe verbs bees 44.50 
i as unpst5 ere ebhaw it decee 52.00 
OR Sree ee eee pee 60.00 


Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 


ee. Serr eee SOOOTINER Gi csenmecs 
ES: 55¢c. each 38c. each 
Beare 65c. each 40c. each 
SS Re ese At 45c. each 


ft. 
Bright nails, base per keg, $3. 





Cincinnati Had Better Christmas Trade 
Than Last Year—Outlook Good 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Dec. 31.—An appraisal of the local hardware market 
in the past year shows that conditions have been fairly satisfactory. 
Despite the tendency of many manufacturers to sell direct to the 
consumer and despite the competition of an increasing number of 
chain stores, local hardware jobbers booked as much business in 


1928 as in 1927. 
and seasonal items. 


However, in certain products the year was notable. 


Sales were well distributed among staple goods 


Trade in 


radio sets, radio tubes and radio batteries was the best in the history 
of the industry. Builders’ hardware moved in good volume on ac- 
count of a comprehensive residence building program in Cincinnati. 
The fall hunting season produced substantial sales, while the year 
has been profitable for those interested in paints and in glass. Good 
progress was made during the year in the merchandising of elec- 


trical goods. 


The Christmas season just closed brought better trade to hard- 
ware merchants than in 1927. Outstanding in demand were toys 


and electrical articles. 


The volume of Christmas tree accessories 


sold by local dealers reached the highest level ever attained. 

There has been remarkably little fluctuation in prices. Aside from 
an advance of approximately 10 per cent on certain builders’ hard- 
ware items, quotations are unchanged. 


ANTI-FREEZE SOLUTIONS.—Busi- 
ness has held ug well, and the cold 
weather of the past week has stimu- 
lated demand for these products. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Alcohol Glycerine.—In 1 gal. cans, 
$1.31 per gal., or $14 per doz. gal.; in 
5 gal. cans, $1.24 per gal. 
three cans, $1.10 per gal.; 
to five cans, $1.07 per gal. 

Eveready Prestone.—1% gal. cans, 
$3.08 per gal., or $3.60 per gal. in 
cases of 4 cans; 1 gal. cans, $3.80 per 
gal., or $3.60 in cases of 6 cans; % 
$3.80 per gal. in 


for one to 
for three 


gal. cans, $4 gal.; 
cases of 12 cans. 

Ilvo.—In 38% gal. cans, in 30 gal. 
drums and in 55 gal. drums, $1.80 
per gal. 


Alcohol.—In 1 to 4 drums, 65c. per 
gal.; in 5 to 9 drum lots, 63c. per gal.; 





in 10 drum lots or over, 6lc. per 


gal. 

Note.—There is a charge of $6 per 
drum, but this is rebated when the 
drums are returned. The capacity of 
the drums is 53 gal. 

Alcohol in 1 gal. cans, 89c. per gal.; 
in case lots of 10 cans each, 87c. per 
gal.; in 5 case lots, 85c. per gal. 


AUTOMOBILE ACCESSORIES.—The 
holiday trade in automobile accessories 
was of good proportions, and both deal- 
ers and jobbers are gratified at the re- 
sults. Prices are firm and unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Balloon Cord Casings 
High Medium Low 


Grade Grade Grade 
A $11.25 $7.60 $6.10 
ere 12.15 8.45 6.75 
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8.40 
10.10 
11.80 
12.10 
4.80 
i i 16 5.75 
x4 ss 9.30 
x R i a 9.70 
eer 20.00 15.60 12.85 
Balloon Inner Tubes 
High Medium 
Grade Grade 
ik, SE $1.50 $1.29 
| Ee ec eens 1.60 1.40 
eros 1.75 1.52 
One: 1.80 1.56 
DRED > wessesy nants 2.05 1.84 
SS ere 2.40 2.16 
SONGS cvecss seems 2.50 2.30 
High Pressure Tubes 
BOE eer coe 0.90 
ee, a ee ee came 1.05 
_. Se eee 1.60 1.41 
SEE kdbvicdestdawve 1.70 1.49 
a ee erry ae 1.80 1.56 


Note.—The above prices are sub- 
ject to additional discounts on spring 
orders. 


BOLTS AND NUTS.—There has been 
no change in this line of goods. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent off 


list. 

BUILDERS’ HARDWARE. — There 
has been a letdown in activities since 
the middle of December, but business 
in general was well sustained during 
the fall and early winter. Prices on 
some items have been advanced 10 per 
cent. 


JOBBERS’ ple M vse res RE- 
TAILERS, F.O.B. CINCIN 

Sash Weights. —Sash oa ly 's2. 75 
per doz. 

Inside Sets.—Square bevel inside 
sets in case lots, $4.50 per doz. 

Butts.—3% in. old copper and dull 
brass butts, 17%4c. per pair in case 
lots; sand blast, Grass finished butts, 
28c. per pair in case lots. 


BOYS’ WAGONS.—This line, together 
with juvenile vehicles of every descrip- 
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THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 
Something New! ! 
THE ARROW LACQUERED SHOT SHELL 









: T\ARROW Wetproot 


Ja) SMOKELESS POWDER 


(ARROW Lacquered) 








| greene stg has for many years produced shot shells with the wetproof feature, which 
renders them impervious to the damaging effects of wet weather conditions—shells which ! 
will not swell, but which will work properly at all times, under all conditions. { 






Following the Remington tradition for leadership, we now announce another step forward— ft 
the Arrow Lacquered Shell. 


The recent extensive developments in the manufacture of lacquers has enabled us to apply 
lacquer to shot shells, giving them a brilliant glossy finish, which adds greatly to their appear- 
ance. 







The lacquer is an added protection against water and moisture and will be found superior to 
other forms of water proofing. The lacquer completely seals the top wad and crimp, which 
remains hard and even, without flattening, swelling or mushrooming, under the most adverse 
climatic conditions. 






The most exacting tests clearly indicate the superiority of this shell, particularly when used in 
pump or autoloading shotguns. 





Arrow Lacquered Shells will appeal strongly to the discriminating sportsman who wishes to 
obtain the very highest quality shells for his shooting. 





Lacquered shells will be supplied only in Arrow brand, either in the Arrow Express load, or 
specified loads in 12, 16 and 20 gauges. 


This lacquered shell will be sold at a slightly higher price than the regular product, which 
price will be furnished you by your jobber. 






Arrow Lacquered Shells will be extensively advertised to the consumer, thus creating a demand 
by which the dealer should profit. Don’t fail to take advantage of it. Place your orders now 
with your jobber, being sure to specify Arrow Lacquered Shells. 


President 






REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 
25 Broadway New York City 







Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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tion, was in heavy demand for the 
Christmas trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 85c. each; greyhound 
No. 483, $3.10 ‘each; greyhound No. 
493, $2. $5 each; greyhound No. 497, 
$3.75 each; greyhound No. 697, $4. 45 
each; speedhound No. 293, $3. 25 each; 





scooter No. 108, $1.15 each; scooter 
No. 109 B, $2.60 each. 
COAL HODS.—This line is still ac- 
tive. 


} 
JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.O.B. CINCINNATI: | 

Japanned coal hods, 17 in., $3.35 
per doz.; 18 in., $3.80 per doz.; dip 
galvanized coal hods, 17 in., $4.45 per 
doz.; 18 in., $4.85 per doz. 


FIRE SHOVELS.—Business has been | 
fair, despite the lateness of the season. | 


JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.O.B. CINCINNATI: | 
No. 6, 50c. each; No. 5, 70c. each; | 
No. 256, galvanized, 80c. each; Never- 
break, $4.25 each; Boss, $1.75 each. 


ELECTRICAL GOODS. — Sales of 
Christmas tree electrical decorations 
were the best in the history of the local 
trade. The custom of lighting trees 
outdoors is becoming more widespread, 
and this naturally means greater trade 
in electrical equipment for that pur- 
pose. 


FLASHLIGHT BATTERIES.—Demand 
continues brisk in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery fo 
ae small or large monocells, 644c. 
eacn. 


GASOLINE LAMPS. — Jobbers are 
shipping fair amount of this product 
to nearby retailers. 


JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.O.B. CINCINNATI: | 
Gasoline lamp No. 117, $6.50 each; 
No. 118, $7 each; No. 119, $8 each; 
gasoline lantern No. 220, $5.95 each; 
No. 228, $6.30 each; gasoline lamp No. | 
(C329, $5.50 each; No. P329, $12 each; | 
B329, $6.75 each; gasoline lan- | 
tern, No. L327, $4.70 each. 


OIL AND GASOLINE STOVES AND | 
HEATERS.—There has been no diminu- 
tion in the active movement of stoves | 
and heaters. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 

Oi! Ranges.—Perfection in white | 
porcelain with built-in ovens, No. 339 | 
with 5 Superfex burners, $140; No. 
279, $120; Puritan, with white por- 
celain with built-in oven, No. 249, 
$122. 





Oil Stoves.—No. 74 Perfection, 4 

burners, $29.50; No. 73 Perfection, 
23.25; No. 72 Perfection, $18; No. 44 
uritan, 4 burners, $29.50: No. 43 
Puritan, 3 burners, $23.25; No. 42 
Puritan, $18. 


Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
purchases of less than $50, 30 per 
cent; on all net purchases, including 
and foliowing $50 qualifying order, 
33% per cent. On all purchases 
amounting to $250 or more during 
calendar year, annual bonuses of | 
from 2 per cent to 10 per cent will | 
be paid, according to volume of busi- | 
ness. | 

| 
| 
| 





Gasoline Pressure-Gas Stoves.— 
Puritan No. 714, 4 burners, $38; No. 
713, $33; No. 703, 3 burners, $126.50; 


Puritan white with 
built-in ovens, No. 759, $128 | 
Ovens.—Perfection, No. 211, 1 burn- | 
er, plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burner, glass 
swing door, $6.20; Puritan No. 42G, 
2 burner, glass drop door, $5.50; No. 
42, 2 burner, steel drop door, $5.25. 


porcelain range, 


Note.—Dealers’ discount on Perfec- | 
tion and Puritan ovens the 
on Perfection stoves. 


same as 


Wicks.—Perfection and Puritan oil 
stove wicks, $5 per doz.; $60 per 
gross. (Dealers’ discounts the same 
as on Perfection stoves.) 

Oil WHeaters.—Perfection portable 
kerosene burning room heaters, No. 

green porcelain, Pyrex ie 
; No. 1526, black japan, Pyrex 
globe, $9.75; No. 1530, black drums, 
nickeled trimmings, $9.25; No. 525, 
black drums and trimmings, $7.25. 

Note,—Discounts the same as on 
Perfection stoves. 

Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list: 4 burner, $30.00 each list; 5 
burner, $41.00 ‘each list. 

High shelves for above, 2 burner, 
$5.50 each list; 3 burner, $7 each list; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, 


doz. list; chimneys complete, 
each list; glass tanks with valves, 
$1.40 each list. 


Nesco stoves and repairs take 3314 
and 5 per cent discount. 





PAINT SUPPLIES.—The past year) 


brought good business in paints, the 
volume of sales having exceeded those 
in 1927. 
JOBBERS’ QUOTATIONS a. RE- 
TAILERS, F.O.B. CINCINNA 
Ready mixed house tone "S. 75 
per gal.; linseed oil, single barrels, 
78c. per gal.; turpentine, in+2 barrel 
lots, 68c. per gal.; white and red lead 
in 500 Ib. kegs, 13%4c. per Ib., less 10 
per cent. 
RADIO BATTERIES.—Demand 
radio batteries from rural districts has 
been excellent. The local radio trade 
is of the opinion that the movement of 
radio batteries into the farming regions 
will be maintained at its present level 
indefinitely, as there is little likeli- 
hood that a large percentage of farms 
will be equipped for electric socket 
service. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 
Net price Net price 
each, less each, in 


Stock No. unit pkg. unit pkg. 
Super B bat., No. 21308 x 4 $2.97 
Super B bat., No. 22308 2.06 
B batteries, No. 10308 3: i 2.63 
B batteries, No. 2308 1.88 1.75 
B batteries, No. 5308 1.88 1.75 
B batteries, No. 2158 1.31 1.22 
B batteries, No. 2156 1.31 1.22 
C batteries, No. 2370 .38 .35 
A batteries, No. 6 .40 35% 


Note.—Nos. 21308, 5308,’ 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


| RADIO TUBES.—Shipments of tubes 


have been received by local jobbers in 
the past two weeks, so that the situa- 
tion as regards the supply of tubes is 
not so acute as in November and the 
early part of December. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

MX199 general purpose tubes, $2.25 
each; MV 199 severa! purpose tubes, 
$2.25 each; MX201A Fenere! purpose 
tubes, $1.50 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $4 each; MX240 high 
Mu tubes, $2 each; MX 112A power 
amplifiers, $2.75 each; MX171A power 


amplifiers, $2.75 each; MX280 full 
wave rectifiers, $4.25 each; MX281 
half wave rectifiers, $7.50 each; 


MX226 amplifiers, $2.25 each; MY 227 
detectors, $4 each. 


REGISTER SHIELDS.—This line is 


fairly active for this season of the year. 


JOBBERS’ QUOTATIONS ~ RE. 
TAILERS, F.O.B. CINCINNAT 

yem copper floor register, ‘18 per 
doz.; Gem copper wall register, $6 
per doz.; Star japanned floor regis- 
ter, $10 per doz.; Star japanned wall 
register, $5.20 per doz. 


for | 


ROPE.—Prices 
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are 


JO 
TAILERS, F.O.B. CINCINNATI: 
Ocean Manila rope, 22%c. per Ib.; 
Sisal rope, 14c. per Ib. 


ROLLER SKATES.—This product has 
become an all-year seller and dealers 
are keeping well rounded stocks on 
hand. 


gy Syorares +, RE. 
TAILERS, CINCINNA 

Nos. 4 cee 3: wr 35 per ce Xo. 6, 
$1.43 per pair. 


ROOFING MATERIAL.—This line is 
quiet at the moment, but is expected to 
begin to move in better volume within a 
short time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.—Light standard, 
$1.10; medium standard, $1.30; heavy 
standard, $1.60; light Holdfast, $1.25; 
medium Holdfast, $1.70; heavy Hold- 
fast, $2.05; K red and green slate 
surface, $2.15. 


Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 


crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 
Roofing Cement.—Liberty, elastic 

lb. 12%¢.; in 5 Ib. cans, 9ige. per 1 ib. 
in "10 Ib. cans, 9c. per Ilb.; 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5 Ib. cans, 12 cans to the 
box, 8%c. per lb.; in 10 lb. cans, 6 
cans to the box, 744c. per Ib. 


SANITARY PRODUCTS.—tThere is no 
change of consequence in sanitary prod- 
ucts, which are fairly active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Desolvo special pipe cleaner, 10 oz. 


size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2. 15 per doz.; 
and in gross lots, $2 per doz. De- 


solvo, triple strength, 16 oz. size, case 


of 2 doz. cans, per doz.; half 
gross lots, $3.75 per doz.; in gross 
lots, $3.50 per doz. Desolvo, triple 
strength, in 2 Ib. cans, case of 1 
doz. cans, $7 per doz.; and gross 
lots, $6. 50 per doz. 

Kloset Klean, 22 oz. size, less than 


case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, .15 per doz.; gross lots, $2 
per 

Chaco boiler liquid, single quarts, 
$2.50; half dozen queney $2 per qt., 
and ‘dozen quantity, 13 per qt. 

Presto Be. oy soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz. and Dry Cleaner, 8 oz. size, 
$3.60 per do 

Hercules tile and porcelain clean- 
er, $2 per doz.; in gross lots, $1 per 
OZ. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 


$3.50 per doz. 

Economy plumber, drain pipe 
cleaner, $2 per doz. 1 lb. cans. Same 
in 2 lb. cans, $3.90 per doz. The 1 


lb. size is packed 1, 2 and 3 doz. to 
a carton. The 2 Ib. size is packed 
in 1 and 2 doz. cartons. 


SCREWS.—tThe price situation is un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 60 and 5 
off list; flat head blue screws, 50 and 
10 off list; round head blue screws, 
50, 10 and 5 off list; round head brass 
screws, 50 and 2% off list; bright 
wire goods, 85, 20 and 5 off list. 





unchanged, but 
bookings of spring orders are meager. 
BBERS’ QUOTATIONS TO RE- 
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THE SPIRIT OF PROGRESS 


Richards-Wilcox Hardware 
is designed to meet modern 
requirements 


ArcuiTeEcts, BurLpers, ConTRACToRS— all who are engaged on 
construction work —are keenly alive to the spirit of the times. 
Methods that were in vogue but a comparatively few years ago 
are discarded for other and detter ways of doing the same things. 


This “spirit of progress” is the keynote of the R-W organization. 
The R-W Engineering Department is familiar with every door- 
way need. Its carefully prepared designs are reflected in R-W 
Products that exactly meet modern doorway requirements. 


This meticulous care, both in design and execution, extends to 
every item of R-W manufacture. There is a type of R-W Door 
Hanger suitable for doors of every description—house, elevator, 
garaye, fire, industrial and barn. These various types are standard 
equipment of their kind. 

To R-W “spirit of progress” is joined the R-W “spirit of service.” 
Near you is an R-W branch anxious to help you with your door- 
way problems. Or, write the R-W Engineering Department giv- 
ing your needs. Its experience is at your command, without 
cost or obligation. 


Richards Wilcox Mfé. (0. 


AURORA, ILLINOIS, U.S. A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis Nev Orleans 
Chicago Minneapolis Kansas City « Los Angeles SanFrancisco Omaha _ Seattle € Detroit 


Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD.,LONDON,ONT. - Winnipeg 
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STOVE PIPE.—Jobbers still are ship- 
ping refill orders to dealers. 


OBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. 8. grt 

Stove Pipe.—29 ge, u.c. crated 

pipe, 4 in., $10 per foo joints; 29 gage 


u.c. crated pipe, 6 in., $12 per 100 
joints; 29 e u.c. crated pipe, 7 in., 
$1450 per 


. 28 gage uc. 
crated iy in., $12.80 per 100 


joints; 28 g: By u.c. crated pipe, 7 in., 
$15.35 per a0 joints. 
Elbows.—U.c. elbows, 4 in., 95c. 


per doz.; 6 in., $1.40 per doz.; 7 in., 


$1.85 per doz. 
STOVE BOARDS.—The same is true 
of this item, business having continued 
at a fair rate. 
JOBBERS’ QUOTATIONS TO RE.- 


Paper-Lined Stove Boards.—24 x 24 


24 ry $11.40 per doz.; 30 x 30 in., 
rn 0 per doz.; 36 x 36 in., $25.50 per 


Pt ca SOO have had a 
good call for this line. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Continental ventilators, wooden 
type, No. 923, $3.65; No. 9387, $4; No. 
949, $5.50; No. 959, $6.05; No. 1537, 
5.25; No. 1149, $7.10, and No. 836, 
3.35, all prices per doz. 

oo ventilators metal type, 
No. $4.60; No. 837, $4.75; 
1137, se 30; No. 1145, $6. 35; No. 1437, 





$6.90 and No. 1445, $7.80, all prices 





Diamond E ventilators, all metal 
type No. 01, $4.40; No. 02, $4.80; No. 

3, $5.60; No. i, 35-28: No. 2, $5.60; 
No. 3, $6.40; No. 7.60, and No. 5, 
$8.40. All Gesaueat prices are per 


doz. 
WEATHER STRIPPING. — Business 
has continued fairly good in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
od and rubber weather e 

ping, No. 1, $17.25 oe ag ft. 

%, $24 per 1000 ft.; a 50 per 
1000 ft.; No. 7, $41 i “000 

Wood and felt weather py 
No. 71, $19.50 per 1000 ft.; No. 17%, 
$27 per 1000 ft.; No. 75, $46.50 per 


All rubber Ry ve’ Te 
9, ($21 per 1000 ft.; No. 50 pe 
0 ft.; No. 11, $35.50 ee $o00 tt. 





TAILERS, F.O.B. CINCINNATI: per doz. 





New York Trade Preparing for Inventory 
Buying Only for Current Requirements 


CARPET SWEEPERS. — Have been 
very active, but are being bought now 
only as needed until after inventory is 


completed. 

JOBBERS’ QUOTATIONS id RE- 
TAILERS, F.0O.B. NEW YOR 

Carpet sweepers, Mine nonty $3 
each; Universal, franned. ry each; 
Universal, nicke plated, $3.83 each; 
Grand Rapids, japanned, $3. 8 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and | American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—With the holidays over, the 
demand for this line has not been as 
heavy, although there is a very definite 
all year market for clocks and watches, 
as past experience has shown. Prices 
are not expected to change. 


JOBBERS’ ae gp aged Ps RE- 
TAILERS, F.O.B. NEW 

Alarm clocks, Big Ben, ‘2. YH * same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 





NEW YorK, Dec. 31.—Throughout this territory interest centers 
on the completion of the annual stock inventory. During the last 
few days of the old year wholesale buying has been pretty well re- 
stricted to absolute current requirements, and in many cases sales- 
men have been off the road attending company sales conferences. 
Early estimates suggest that the average retail hardware stock in 
this section is not excessively heavy—which prompts the hope that 
replacement business will be pretty good. It is likely that replace- 
ment orders will start about Jan. 15. 

Though there are practically no important price changes being 
announced by local jobbers at the present time, there are many 
rumors suggesting upward revision in prices. Practically all lines 
report a firmness of price. 

Collections average fair. 





prices; Ben Hur, $1.76; same lumi- 

“Bine Bird, tin dial, $1.76 

4 7 - y Dd ue ird, uminous al, 160, 

ASH SIFTERS.—The demand is for duty, vertical type, ag a4 erbilt Blue Bird, $1.22; Sleepmeter, $1.40; 
current requirements only. No price No. 486, $3.20 each; units of 5, $2.97: y pote retong $1 ed dial, $2.10; 
change is expected. Stocks are satis- New Layerbilt, No. $3.22 cach: hake eee Westclox, plain, $1.76; 


in units of 5, $2.97 Bg 
BOLTS AND NUTS.—The rumor of a 
price advance starting Jan. 1 appears 
now to be poorly founded, as opinion 
is general there will be no further 


same, luminous, 
FLASHLIGHTS.—Demand is normal; 
prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Flashlights, No. 2602, 68c.; No. 2630, 


factory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Rotary ash sifters, $2 each. 


ASH CAN TRUCKS.—Situation here 


the same as ash sifters. price changes for the time being. Pres- 84c.; No. 2631, 68¢c.; No. 2612, $1.10; 
’ ent prices have been firmly maintained. No. 2672, $2.08; No. 2674, $2.08; No. 

JOBBERS’ QUOTATIONS TO RE- 2 ea 697, $1.49; No. 2642, $2.73; No. | 2644, 
oe F.0O.B. NEW YORK: Stocks are satisfactory, and buying is $2.73: No! 2660, 84c.; No. 2634, $1.17: 
oore’s Handy Ashcan Trucks, No. for current needs only. No. 2619, $1.43; No. 6993, $2.63; No. 

2634, $3.57. Prices are each and net. 


108. $2.20 each, and No. 60, $1. 85 each. 


BATTERIES.—The demand for radio 
batteries has kept up quite satisfac- 


Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. $4, $4.08 “each. 


FLASHLIGHT UNITS.—Very good re- 


JOBBERS’ op ag thee 4 mi RE.- 
TAILERS, F.O.B. NEW Y 

Carriage bolts, 55 off i 
lots, 60 per cent off list. 


" Case 


torily. Prices appear very firm and Stove bolts, 80 per cent off list. placement trade continues at firm 
k d t Machine bolts, % by 6 and smaller, prices. 
stocks adequate. 50 and 10 oft list: Jarger to 1 by 30, 
JOBBERS’ QUOTATIONS TO RE- per cent off list; 1 to 1%, t) JOBBERS’ og gt gees, TO RE- 
TAILERS, F.0.B: NEW YORK: ~— TAILERS, F.0.8. NEW YORK: 
_ oach screws, 55 off list. Case lots, Eveready Fisekis ht As, cells, No. 
Dry cells, No. 6, ignition eee 60 per cent off list. Step bolts, 50 703, 19%6c.; No. 706, 138c.; No. 710, 
et gue No. 7111, same type, 35%c. per cent off list. 68c.; ae. 73 4, 40c.; No. 750, 13c.; No. 
each. "i . 761, 19%c.; No. 950, 6%c.;: No. 935, 
Hercules, No. 6, ignition type, 23c. BUTTS.—Light demand; prices the 6iéc.: ‘¥ 409, 32%c.: Ne 705, 19%c.: 
each in lots of 50. same. No. 790, 13c.; No. 791, 13c.; No. 700, 
13c. Prices are each and net. 


B batteries, No. 771, 42c. each; in 
units of 5, 39c. each; No. 764 and 768, 
$1.22 each; in units of 5, $1.14 a 
No. 763, $1.05; in units of 5, $1.0 
each; No. 772° (vertical type), $2. 08 
each; in units of 5, $1.92 each; heavy 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Steel butts, 34% by 3%, in case lots, 
18%4c. per pair. Less than case lots, 
19c. per pair. 


Reading matter continued on page 86 


ICE SKATES.—At press time there 
has been no outdoor skating in this ter- 
ritory. The weatherman has given 
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A New and Easy Method for 
Quickly Identifying all 





Columbian? Meni Rope 


For many years, it has been possible to positively identify 
the Guaranteed Columbian Tape-Marked Pure Manila Rope 
by means of the famous red, white and blue Tape-Marker. 
This same Tape-Marker is still used and serves as a medium 
by which the Columbian Rope Company places its signed 
guarantee right in one strand of the rope. Now, it is possible 
to identify Columbian at a glance, for every Tape-Marked 
Rope contains 


Red and Blue Surface Markers 


These markers, plainly visible on the surface, are accurate 
guides for quickly selecting a quality rope which is tangibly 
guaranteed. 


For whatever use this rope is intended you cannot obtain 
a better line than Columbian Tape-Marked Pure Manila— 
instantly recognized by the red and blue surface markers. 


Columbian Rope Company 


Auburn, N. Y. ‘‘The Cordage City”’ 





Branches— New York Chicago’ Boston New Orleans Philadelphia 
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some vague promises, and the indoor | 


rinks have been very popular. Skating 
tournaments scheduled for early Jan- 
uary have given a little impetus to the 
retail business on ice skates. 


There is | 


very little wholesale demand at the | 


present time, though it is generally rec- 
ognized that about two days of good 
outdoor skating would just about ruin 
local wholesale stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Ice skates, hockey tubular outfits, 


with shoes, aluminum, for men or 
women, $5.25 per pair; same nickeled, 


$6.25 per pair. Racing tubulars, the 
same prices in aluminum finish; 
nickeled finish for men, $6.50; for 
women, $6.25. 4 to 11; 


Men's sizes, 
women’s sizes, 3 to 9. 

Club skate outfits, with shoes, for 
men, sizes 4 to 11; for women, sizes 3 
to 9, $3.85 per pair. 

Men and boys, all clamp. club 
skates, 9 to 11% in., cast steel pol- 
lished runners, 84c. per pair; same 
nickel-plated, $1.19 per pair. Same 
hockey model, $1.31 and $1.69 per pair 
respectively. 

Women’s club skates, leather back 
strap, cast steel runners, $1.12 per 
pair; same nickeled, $1.44 per pair; 
same hockey model, $1.57 and $2 per 
pair respectively; 8 to 11 inches, 


Extension bob skates, 6 to 9 inches, 


45c. per pair. Skate key, 5c. each; 
skate holder, $5.25 each. Skate sharp- 
ener, 184c. each. 

Ice creepers, No. 1, 13%4c. per pair; 
No. 3, 15%c. per pair, and No. 9, 32c. 
per pair. 


PRESTONE.—Continues fairly active, 
with prices unchanged. There are ap- 
parently no shortages in this line at 


the present time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Prestone in 1% gallon cans at 
$3.60 per gallon; in one gallon cans, 
$3.60 per gallon, and in half gallon 
cans, $3.80 per gallon. N. B.—These 
prices are all given per gallon, not 
per can. 


RADIATOR SHIELDS.—At the pres- | 
| ent time there is little interest being 


| shown, but this line has been very ac- 


| tive. 


It probably will be in demand 


| when inventories are completed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Radiator patelte, Gem, yedinetatie: 


No. 1, $4; No. vo 0. 2 
No. 3, $5; No. rf “45. No. 5, $5.50; No. 
6, $6; No. 7, $6.50; No. 8, $7. These 


prices are list per each ‘and subject 
to dealers’ discount of 30 per cent. 
These models with water humidifiers 
are $1 extra each, list. 


| SASH CORD.—Light demand; prices 
| are the same. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Sash cord, Samson Spot, No. 8, 65c. 


to 67%c.; Aetna No. 8, 30c. to 33%c.; 
Phoenix No. 8, 39c. to 4l1c.; Sachem, 
No. 8, 38c. 


No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Although upward revision 
is predicted, there have been no changes 
reported at press time. Demand is for 
current requirements only. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Wood screws, flat head bright iron, 


TIRES AND TUBES.—Demand 





4744-10-10; round head blue, 42%-10- 
10; round head, iron, ‘nickel plated, 
27%-10-10; flat. head , entrant 20- 
10-10; flat head, brass, 40-10-10; 
round head, brass, 3744-10-10. These 
discounts apply to new standard 
screw lists. 

Machine screws, 
head brass and iron, 
discount. 


flat and round 
70 per cent 


is 
steady, though not heavy. Prices are 


unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Png $5.45; heavy 
duty oversize, $7.2 33 x 4 Liberty, 
$10.20; heavy oy $12. 10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x Sig. $1.40; balloon tire 
eo gray, 29 x 4.40, $1. 65; 32 x 6.20, 


VENTILATORS.—Have been very ac- 
tive. Current demand light. Interest 
will eo be resumed in another 10 
days. Stocks appear adequate. 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0.B. NEW YORK: 
Continental, metal frame, No. 833, 
$4.50; No. 83%, $4.75; No. 845, $5.2 20; 


No. 1137, $5.56; No.’ 1145, $6.30; 
1437, $7. 30; No. 1445, $8.10. Prices oo 
per ‘doz. net. 

Continental wood frame ventilators, 
Noi V836, $3.60; No. V923, *. 06; No. 
V937, $4.50; 7 a $6. 10; No. 'V959, 
75; No. $5.85; "No. 1549, 
7.80. Free 3 pm a dozen, net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
ay $5. 20; No. ae No. 3, $6.40; 
*No. 4, $7.60 . No. $8. "40. Prices are 
per dozen net. 

No. 01B, $3.60; No. 1B, $4.40. 











Write today for _ 


The New Catalog and Prices on these and the 
many other articles of Builders Hardware included in 


The SHELBY Line 


MANUFACTURED BY 


The Shelby Spring Hinge Company 
Shelby 








[ i All items handled by the 
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qa 


Geo. Worthington Co., Cleveland, Ohio 


Ohio 
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Why Not Save 
S22 Out OF S100 


The American Mutual paid back to policyholders last year $22 out of each $100 
that they paid for Workmen’s Compensation or Automobile Insurance. For the past 
forty-two years, it has always paid back at least 20% of the cost of their insurance. 





Compensation | Automobile 
Policyholders have saved thousands Dividends of never less than 20% 
of dollars... and this, the strongest, mean a saving on automobile insur- 
largest and oldest mutual liability ance — in addition, the American 
insurance company in the world has Mutual has helped policyholders pre- 
given them quick, efficient service. vent accidents. 

In fact, American Mutual service is The American Mutual has worked 
of such high quality that 96% of its with truck fleets that have averaged 
policyholders renew their policies one accident every 4,000 miles. Our 


engineers have instituted systems of 


year after year. ' 
safety that have improved these rec- 


Write for a representative list of our ords to the extent that some ficets 
policyholders and let them tell you now average only one accident every 
about American Mutual service, sta- 150,000 miles. Write for detailed in- 
bility and saving. formation today. 


AMERICAN MUTUAL LIABILITY INSURANCE COMPANY 
COLUMBUS AT BERKELEY ST., BOSTON 


Amerie am / 
Mutual J 








ST SS SSSSSSSSSSSSF SRST RSET SSeS eeeeee ee 
s lo the American Mutual e 
0 Columbus at Berkeley St., Boston . 
: Please send me detailed information about American 
s Mutual service and saving — particularly as applied to ® 
: O Workmen’s Compensation, 0 Automobile Insurance. - 
w 
= PON ce ee eet nD m 
* 
> Write today for full information about this, the « Company 2 
strongest, largest and oldest mutual liability in- = Address Cae : 
a MAIL THIS COUPON TODAY. 
surance company in the world. Tee e UU USCC OOOCOOCOOTOCTOOCOCOCOCTOCOLICLOCLELITLELT 


































HARDWARE AGE for JANUARY 3, 1929 





BUSINESS PROSPECTS FOR 1929 


urally results in lower prices for stocks 
and the rampant bulls seek cover. 

If time proves, as we are confident 
it will, that the increase in commercial 
money rates in 1928, due chiefly to the 
demand for funds for speculation, . is 
followed by a recession or a real de- 
pression in business, the question will 
arise as to how far business men, in- 
terested or actually engaged in indus- 
trial production, are responsible. A 
very considerable part of the funds for 
speculation has come from industrial 
organizations to be loaned on call. High 
rates for call money has been the 
temptation. Used in this way the 
funds have earned more, for the time 


Metal Radium House Numbers 


Breen Radium Products Co., 452 Lexing- 
ton Ave., New York City, is marketing 
the “Wurldsbest” line of Radium House 
Numbers. These numbers are made of 
metal and have bevel edges with black and 





silver background. Depressed numerals, 
inlaid with radium paint make for easy 
reading. The number is finished with 
waterproof lacquer. 

The manufacturer states that this line 
has been designed to sell at a popular 
price. A small display card containing 
one “Wurldsbest” number can be secured 
for counter or window use. 





A New Gas Burning Furnace 


The No. 45-G. Washington Gas Burn- 
ing Furnace is manufactured by Gray & 
Dudley Co., Nashville, Tenn. 

Two combustion chambers in this fur- 
nace are equipped with the Barber Gas 
3urner. Hot air is properly baffled, so 
as to give the air circulating the great- 
est amount of heat that is swept off the 
heating surfaces of the combustion cham- 
bers and the serpentine flues. The inner 
heating unit is enclosed in the attractive 
cabinet, finished in a grain walnut porce- 
lain enamel, fused onto cast iron or onto 
Armco ingot iron sheet. 

Each combustion chamber has a six jet 
gas burner controlled by a standard gas 
cock conveniently located inside of the 
foot-warmer door of the cabinet. 

An improved water pan is located in the 
back panel to give the correct amount of 
evaporation. There is also a foot warm- 
er which rests at such an angle that heat 





(Continued from page 68) 


at least, than if invested in securities. 
So industrial organizations with sur- 
plus funds have loaned these funds to 
others to use in speculation. Will not 
the extra dollars gained in this way be 
overbalanced by losses in the earnings 
of their organizations in 1929 and 
1930? 

Bankers in general are opposed to 
such speculation as that of the second 
half of 1928, and yet even country 
savings banks have been loaning money 
on call for use in this wild speculation. 
If we cannot “see further than the nose 
in front of our head,” we certainly are 
not using our head or our foresight to 
any good purpose. 














is reflected directly out onto the floor in 
front of the furnace. 

The manufacturer states that this fur- 
nace will heat as much as three or four 
ordinary heating stoves and will do the 
work more satisfactorily and more 
economically. 


Figured Graduations on Rule 


Figured graduations are now placed on 
both corners of one side of the 6 in. flexi- 
ble steel rule No. 306, manufactured by 
the Brown & Sharpe Mfg. Co., Providence, 
x. -4: 





This feature will be appreciated by me- 
chanics, for it enables them to secure more 
accurate and easier readings. The 32nds 
are numbered every 4th graduation, and 





the 64ths every 8th graduation. 


From the reported facts it seems that 
many leaders of productive industry in 
the United States will in the future be 
held at least partly responsible for such 
undesirable results as may follow the 
speculative orgy of 1928. Some of 
these men have announced that the old 
economic laws have been laid on the 
table, and their announcement has been 
received with enthusiastic applause by 
the pools playing for the rise and by 
the lambs ready for the fleecing. 

We are not particularly interested in 
the fate of the lamb. We drag him 
here only because industrial produc- 
tion today appears to be one of the 
lambs. 


A True Temper Display Stand 


The new True Temper Tool Display 
Stand furnished by the American Fork & 
Hoe Co., 1900 Keith Bldg., Cleveland, 
Ohio, has been designed to hold 11 long 
handled tools and a number of shorter 
ones, 





It is made with strong ash legs and steel 
shelves, lacquered green. The stand is 36 
inches high and covers a floor space 15 
by 30 inches. It is furnished to dealers 
with an assortment of tools. 

Customers can. easily see and examine 
the items when this stand is used for dis- 
play. 


Reading matter continued on page 90 
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Good Housekeeping 


e Institute & 
Ko, i Conducted by opt 
USEKEEPING MR 





When quality is questioned — 
POINT TO THIS SEAL 


HEN customers hesitate, point to this 
Seal. Tell them: “This is tested and 
approved by Good Housekeeping Institute.” 
You will find it one of the strongest arguments 


you have to clinch sales. 


People do not hesitate when they 
are sure of their money’s worth. 
Hundreds of thousands know — 
from 20 years’experience—that the 
Seal of Approval of Good House- 
keeping Institute is a positive guar- 
anty of satisfaction—a promise of 
value that is always kept. 


This Seal is found only on house- 
hold devices and appliances which 
have met the stiff requirements of 
Good Housekeeping Institute. It is 
proof that the device will deliver all 
the service and satisfaction your 
customer has a right to expect. 


FREE 


These window cards will 
win good-will for you. 














THIS GUARANTY 
PROTECTS YOU 





Ask here for merchandise advertised in 


GOOD HOUSEKEEPING 




















Make special display of goods ad- 
vertised in and guaranteed by 
Good Housekeeping. Retailers 
everywhere are doing it to attract 
trade and increase their good-will. 
Sent free. Use the coupon. 





GOOD HOUSEKEEPING 


57TH STREET AT EIGHTH AVENUE 


NEW YORK CITY 


About one-third of the products submitted to 
these tests are rejected, disapproved. By that 
much you will cut your own chances of stock- 
ing unsatisfactory merchandise—if you will 


look for the Seal before buying a 
new, untried article. 


It will pay you to learn what these 
tested and approved products are. 
The better sellers among them 
usually are advertised in Good 
Housekeeping magazine. But we 
would be glad to send you the com- 
plete list if you will use the coupon 
below. Hundreds of dealers find 
the Seal a great help to eliminate 
sub-standard merchandise from 
their shelves. 


GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at 8th Avenue, New YorkCity Hai 
Please send complete list of Tested and Approved 
Devices and free window cards. 

NT ois psy ora Sonntenensn ecdasdmnnscsdedbeasdivelians 
IE Sinesca5s<ndoui icsbnsienbdd sopagsdcsatepusadiantiniulasinniemiics 3 


City & State -......-------.----- 


Specify numbers of windows. 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TIoN, Hotel Marion, Little Rock, sometime in May, 1929 
L. P. Biggs, secretary, 815-816 Southern Trust Building, 
Little Rock. 

CALIFORNIA ReTaiL HaRpWARE & IMPLEMENT ASSOCIA- 
TION CoNvENTION, San Francisco, Feb. 12, 13, 14, 1929. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 

ConNeEcTICUT HARDWARE ASSOCIATION CONVENTION, Feb. 
14, 15, 1929. Hotel Taft, New Haven. Henry S. Hitch- 
cock, secretary, Woodbury. 

HarpDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
Tion, Blowing Rock, N. C., June 11, 12, 13, 1929. Head- 
quarters, Mayview Manor. Arthur R. Craig, secretary- 
treasurer, Charlotte, N. C. 

IpaHo RetarL Harpware & IMPLEMENT DEALERS’ Asso- 
CIATION CONVENTION, Boise, Jan. 22, 23, 24, 1929. E. E. 
Lucas, secretary-treasurer, Hutton Building, Spokane, Wash. 

ILtino1s Retait HarDWARE ASSOCIATION CONVENTION 
AND Exuisition, Hotel Sherman, Chicago, Ill., Feb. 12, 13 
and 14, 1929. P. M. Mulliken, managing director, Elgin, Ill. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. Sheely, 
managing director, 911-913 Meyer-Kiser Bank Building, 
Indianapolis. . 

Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
ExuHisition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, secretary- 
treasurer, Mason City. 

Kentucky Harpware & IMPLEMENT ASSOCIATION CON- 
VENTION AND ExuIBiTION, Seelbach Hotel, Louisville, Jan. 
22, 23, 24, 25, 1929. J. M. Stone, secretary, 202 Republic 
Building, Louisville. 

LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 5, 6, 7, 8, 1929. Headquarters, 
Hotel Statler. Exhibit at Convention Hall. A. J. Scott, 
secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 19, 20, 21, 22, 1929, at Minneapolis Municipal 
Auditorium. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 

MIssIssIPPI RETAIL HARDWA%E AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Gulfport, june 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 

Missour1 RetaiL HARDWARE ASSOCIATION CONVENTION 
AND Exursiti0n, Hotel Statler, St. Louis, Jan. 21, 22, 23, 
1929. F. X. Becherer, sec., 5106 No. Broadway, St. Louis. 

MoNnTANA IMPLEMENT & HARDWARE ASSOCIATION Con- 
VENTION, Bozeman, Feb. 4, 5, 6, 1929. A manufacturer’s 
exhibit will also be held from Feb. 4 to 8, inclusive. A. C. 
Talmage, secretary, Bozeman. 

MountTAIN STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Denver, Colo., Jan. 15, 16, and 17, 1929. 
Headquarters not yet selected, but in all probability will be 
the Cosmopolitan Hotel. W. W. McAllister, secretary- 
treasurer, P. O. Box 513, Boulder, Colo. 

Natronat House FurNISHING MANUFACTURERS ASSO- 
CIATION CONVENTION, Stevens Hotel, Chicago, IIl., Jan. 14, 
15, 16, 17, 18, 19, 1929. Warren Edwards, secretary, 189 
W. Madison Street, Chicago, III. 

NATIONAL RerarL HARDWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., sometime in June, 1929. Dates to be 
decided later. H. P. Sheets, managing director, 915-935 
Meyer-Kiser Bank Bldg., Indianapolis. 


NEBRASKA RetarL HarpwarE ASSOCIATION CONVENTION, 
Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit at University Coliseum. 
Hotel headquarters will be announced later. George H. Deitz. 
secretary, 414-419 Little Building, Lincoln. 

New ENGLAND HarpwarE DEaLErs’ ASSOCIATION Con- 
VENTION, Mechanics’ Building, Boston, Feb. 20, 21, 22, 
1929. Geo. A. Fiel, secretary, 80 Federal Street, Boston, 9. 

New York STATE RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Rochester, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Powers Hotel. Exhibit at Edgerton Park. 
John B. Foley, sec., 412 City Bank Building, Syracuse. 

NortH Dakota Reta HarpDWARE ASSOCIATION -Con- 
VENTION AND EXHIBITION, Jamestown, Feb. 12, 13, 14, 
1929. C. N. Barnes, secretary, Grand Forks. 

Oxu1o HarpwarE ASSOCIATION CONVENTION AND Ex- 
HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 1929. 
Headquarters, Gibson Hotel. James B. Carson, secretary, 
315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
CoNnVENTION, Jan. 29, 30, 31, 1929. Chas. L. Unger, secre- 
tary, 207-208 Bloomfield Building, Oklahoma City. 

Orecon RetTait HarpwareE & IMPLEMENT DEALERS 
ASSOCIATION CoNVENTION, Portland, Feb. 5, 6, 7, 1929. E. 
E. Lucas, secretary-treasurer, Hutton Building, Spokane. 

Paciric NortTHwestT HarDWARE & IMPLEMENT AsSO- 
CIATION CONVENTION, Spokane, Wash., Jan. 30, 31, Feb. 1. 
1929. E. E. Lucas, sec-treas., Hutton Building, Spokane. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, Can- 
yon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INc. CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 1929. 
Sharon E. Jones, sec., 610 Wesley Building, Philadelphia. 

SoutH DaKkoTa RetaiL HarpwaRE ASSOCIATION Con- 
VENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. H. Casey, 
manager, Nicollet at Twenty-fourth Street, Minneapolis. 

SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, Los Angeles, Feb. 20, 21, 22, 1929. H. L. 
Boyd, secretary, 508 Spring Arcade Building, Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT AS- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer. 
701 Grand Theater Blidg., Atlanta, Ga. 

Texas HArpwarE & IMPLEMENT ASSOCIATION CONVEN- 
TION AND EXHIBITION, Dallas, Jan. 22, 23, 24, 1929. Head- 
quarters, Baker Hotel. Dan Scoates, sec., College Station. 

VircINnIA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. Thos. 
B. Howell, secretary, 602 Broad Street, Richmond. 

WEstT VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Fairmont, Jan. 22, 23, 24, 1929. James 
B. Carson, secretary, 315 Mutual Home Bldg., Dayton, O. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Kansas City, Mo., 
Jan. 15, 16, 17, 1929. Hotel President, general headquar- 
ters. Sessions will be held in Missouri Theater, and the 
Western Hardware Show will be held in Convention Hall. 
H. J. Hodge, secretary, Abilene, Kan. 

Wisconsin Retatt Harpware ASSOCIATION CONVEN- 
TION AND ExursiTion, Auditorium, Milwaukee, Feb. 5, 6, 
7, 8, 1929. P. J. Jacobs, secretary, Stevens Point. Exhibit 
manager, George W. Kornely, 1476 Green Bay Avenue, 
Milwaukee. 
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buying 


Your buying schedule tells of the approach 
of spring—a time when many of your sea- 
sonable items must be checked up, ordered, 
displayed. See to it that some other dealer 
doesn’t make the early sales of pruning 
shears that belong to you. 


When you write out that order, keep in 
mind the large number of tools in the Pexto 
Line. Remember that concentration as far 
as possible in a single line will save you 
time and money—for every: additional 
brand means more tied-up capital, capital 
that could be put to work in other profit- 
able ways. 





t 
Alii 


“IT PAYS TO 


schedule 


The Pexto Line offers great variety. It is 
a business builder, for people like Pexto 
Tools. They appreciate the exact bal- 
ance, careful workmanship and guaranteed 
material built into every- Pexto ‘Tool. 
Braces, Bits, Chisels, Hammers, Wrenches, 
Screw Drivers, Squares, Calipers, Snips, 
Pruning Shears and a host of other small 
tools make up the Pexto Line that your 
jobber carries. 


You need our catalogue No. 26T. Send 
for it today. 


THE PECK, STOW & WILCOX COMPANY 
Southington, Conn., U. S. A. 


CONCENTRATE” 
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J. A. HENCKELS 


| TWIN WORKS—SOLINGEN 
| GERMANY 


Reg. U. S. Pat. Off. 










No finer scissors and sheers are made 
than those bearing the mark— 


Twin hd BRAND 
J. A. HENCKELS, Inc. 


NEW YORK 

























And Now Comes PIKE with Another New Product — 
a Razor Strop Dressing that Helps the Strop Sharpen the Blade 







Makes the hardest leather smooth and pliable—restores 
the cutting quality so that the strop quickly imparts a 
good edge to dull blades. 








PIKE Strop Dressing is a combination of animal oils, 
fats and greases, with a basic material the same as is 
used in the finest facial creams and ointments. 







No grit to harm or injure either strop or blade. Costs 
more than ordinary strop dressing but lasts much 
longer as only a very little is required. 









Recommended for use with the PIKE Stropper, 
Ingersoll Stropper, Auto Strop Razor, and for all 
safety as well as regular razor strops. 








Put up in handy collapsible tubes, each in an 
individual carton. One dozen cartons in an at- 
tractive counter display. Size of package— 
6” x 5” x 1”. Weight about one-half pound. 
Good profits. 


Ask your jobber to supply you. If he cannot— 
write to us. 


PIKE MANUFACTURING CO. 
Pike, New Hampshire, U. S. A. 
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CUTLERY 








MERCHANDISING IDEAS 





NEW ITEMS | 











Simplification Applied to 
Pocket Cutlery 


An expression on this subject from W. J. 
Matt, assistant treasurer of the Utica 
Cutlery Co., Utica, N. Y. 
“There are certain benefits which 
we see in the simplification move- 
ment from the standpoint of the 
manufacturer, wholesaler and retail- 
er which will be common to each 
class named. These are: a smaller 
investment in inventory, a greater 
turn-over on this inventory, conse- 
quently more profit on the same 
margin or mark-up and better ser- 
vice. These seem to be the main 
benefits, although there are many 

others. 

“Incidentally, the pocket-knife in- 
dustry, by simplifying its-line, will 
be doing an economic service to the 
country. Material will be used on 
only such pocket-knives as the con- 
sumer actually demands. This is, 
of course, just another way of stat- 
ing that a great waste in the in- 
dustry will be saved.” 











Two Cutlery Sales Ideas 


Cutlery and tools are the backbone of 
the hardware business and have been so 
for many years. The public looks to the 
hardware dealer for merchandise of this 
kind. 

One dealer mounted samples of various 
cutlery items on green silk plush boards, 
about 2 ft. long and 1 ft. wide. These 
boards are so arranged that they can be 
lifted from hooks on the walls and placed 
before the customer when a selection is 
to be made. 

A Western retailer has a small cutlery 
case attached to one of the iron pillars in 
the front of the store. This case is where 
it can be easily seen, and since its installa- 
tion his cutlery sales have had a marked 
increase. Show cutlery if you would 
sell it. 


Cutlery Display Facing Rear 
Brought Increased Sales 
Cutlery sales were considered adequate 
by the Christensen Hardware Co., 1043 


West 59th Street, Chicago, Ill. This re- 
tail store sold a good volume of cutlery 





each month, but E. G. Lindquist, mana- 
ger, believed that sales could be better. 

Reasoning that customers coming in the 
store for other merchandise passed up the 
cutlery case in their desire to secure other 
merchandise, Mr. Lindquist turned his cut- 
lery case around so that it faced the rear 
of the store. Cutlery sales then trebled. 

“The reason for this large increase in 
sales,” says Mr. Lindquist, ‘is that people 
did not see the cutlery when they came in 
the store, but now they can’t help see it 
when they leave. The customer has se- 
cured the items definitely desired and is 
in a receptive mood when leaving the 
store. The reversed case has caused about 
three times as many customers to stop and 
purchase cutlery.” 


No. 51 Butcher Assortment 
The Ontario Knife Co., Franklinville, 


N. Y., is offering to the trade an assort- 
ment known as the No. 51 Butcher 
Assortment. 


It consists of a dozen knives having 
high-carbon crucible 


hand-ground, steel 





blades. Four are 6-in. knives with coco- 
bolo handles, four are 7-in. knives with 
walnut handles, and four are 8-in. knives 
with beech handles. 

The knives are packed a dozén to an 
attractive display tray. 





The New Pike Strop Dressing 


In the new Pike Strop Dressing there 
is said to be an excellent combination of 
animal oils, fats and greases which give 
new life to all kinds of stropping leathers. 
This new product is produced by the Pike 
Mfg. Co., Pike, N. H. 


P vex 
SYROP py 


rss 





Believing a need existed for a high 
grade strop dressing, the Pike company 
has prepared this new product, which will 
no doubt find favor with the millions of 
users of safety razors with stropping at- 
tachments and all kinds of stropping de- 
vices, as well as users of the so-called old 
style razor strop. 

The strop dressing has no grit to dam- 
age a cutting edge, and is said to make 
hard and glassy strops like new. Its basic 
material is the same as is used in facial 
ointments and cold creams, to which has 
been added pure, natural, lubricating and 
leather-softening materials. The dressing 
can be effectively applied to either safety 
or regular strops. Supplied in collapsi- 
ble tubes, each in a carton. One dozen 
cartons in an attractive counter display 
box. 


























This display of cutlery stands in the American Hardware Stores, Bridgeport, Conn. 


How to [ell Good Cutlery 


By FRED B. 


OW can a person choose the best cutlery? This 
H is a question that should be of real importance to 

every dealer in cutlery as well as to every user. 
The seller of cutlery should not only be able to answer 
satisfactorily all questions that are apt to be asked but 
should know enough about it to be able to convince a 
prospective buyer that the cutlery being sold is right 
for the purpose intended. 

Much is dependent on cutlery aside from long-wear- 
ing economy. Evenly sliced meats, bread, and nicely 
cut vegetables are due as much to the condition of the 
cutlery as to the skill of the user. 

Knives must be properly made and well balanced. 
They must be sharp and retain sharpness. They must 
neither stain nor impart a stain to any foods. Sharp- 
ness is not a condition of the edge alone. The temper, 
the shape of the blade as to grind and the angle of 
the bevel at the edge are important factors in the cutting 
quality of a knife. 

The brand or mark of a manufacturer reputed for 
quality cutlery is a safe guide to the underlying excel- 
lence which the eye cannot see but it is often necessary 


HINCHMAN 


for the seller to try to point out to a customer the visible 
evidences of quality. Many customers are not familiar 
with brands that are fairly well known to the trade. 


Edge Holding Is Relative 


Since the advent of stainless steel the most frequently 
asked question is “will stainless steel hold an edge?” 
One might answer with another question, “how long 
should any knife hold an edge?” Edge-holding is pure- 
ly a relative condition. A wood chisel will stay sharp 
much longer cutting soft wood than it will working on 
hardwood. A knife cutting meat alone will stay sharp 
a considerable time but will dull rapidly when it strikes 
bone. 

In the early days of stainless steel when even the 
steel makers were still experimenting, cutlery manufac- 
turers had not yet learned the proper heats for work- 
ing, hardening and tempering, therefore, the product 
varied considerably. Good knives were almost a hit or 
miss result of both the steel maker and the cutler. 
Much progress has been made in late years and very 
good knives can now be made by cutlery manufac- 


Reading matter continued on page 96 
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MORE PROFITS 
with 


THE 
CHENEY 
GRINDER 





A rugged grinder which is well adapted 
for the hard usage which the farm and 
repair shops demand. Also useful for the 
smaller jobs because of its compact design. 


Model shown is Type 4-B 
Catalog and prices sent on request. 


S. CHENEY & SON 


MANLIUS, N. Y. 
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Use in a 


Gillette 


Type 
Holder 






Wide Bevel 
Super Keen Edge 


RADIUM BLADES 
Easy and Quick to Sell 


Radium Blades satisfy every shaver 
who gives them a trial. Radium 
Blades last; one blade gives from 12 
to 15 shaves. They are economical; 
that’s why they are popular. Keep 
your stock complete. 


Ask for Samples. 
Made by OTTO ROTH, Inc., Newark, N. J. 


The Radium Cutlers 


Wiebusch & Hilger, Ltd., Distributors 
106-110 Lafayette St., New York 











FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 


demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We’re constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we’re keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39h St. 
New York City 














Why the Gem Display Means 


EXTRA 
SALES— 


Gem and Gem, Jr. 
take none of your 
selling time or effort. 


hey occupy little 
space, and sell them- 
selves. 

Everybody likes these 


handy nail - clippers, 
because they trim the 
nails quickly and eas- 
ily. They keep right 
hands looking as well 
as left. 


Gem, Jr. 
35e 











Gem 
The Only Nationally Advertised aoe 
Nail-Clippers 
Copy appears regularly in The Saturday 





Evening Post, Collier's and Judge. 


Transparent Du Pont “Cellophane” keeps 
them bright, clean and sanitary. 


A sensible price—35 and 50 cents—every customer can buy them. 
Gem, Jr. can be cartied on the watch-chain. 
Customers like the idea. And every sale is an extra sale—usually 


it’s on top of other sales on other articles. 


Get these extra sales. Your 
jobber has the Gem display. 


THE H. C. COOK CO., Ansonia, Conn. 
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THE “BIG PROFIT” yonser 


Jobbers have multi- 
plied their 1928 sales 
in scissors and shears 
with this modern as- 
sortment of “IVORY- 
TONE” shears in its 
novel display cabi- 
net. Note retail offer. 





THE POPULAR 


50c 


SELLER 
This original and prac- 
tical cabinet grips each 
Shear securely until re- 
leased by the purchaser. 
Ships perfectly. No. 7340 
Assortment contains 1 dozen famous Oval brand “Ivory- 
tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7”, 
8” sizes. 
ap RETAILERS can place an original order for 
Herd CABINET to be billed through their 
obber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR ©: 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 


Ho_ QE DOZEN SHEARS 





Cabinet Assortment No. 7340 











’ CHRADE ()AFETY 
Push Button Knife 


No Breaki: 
te reateingof 





Push the button and the blade opens auto- 

matically. Safety slide locks the button with the biade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


Manufactured exclusively by 
SCHRADE CUTLERY CO. Walden, N. Y. 
Also manufacturers of «a complete line 
of Schrade regular type pocket knives. 
Send fer Catalog E. Factories: Walden, N. Y.—Middletown, N. ¥. 














How to Tell Good Cutlery 


(Continued from page 94) 


turers who desire to put on the market the best pos- 
sible product. 


Tempering Stainless Steel 


To get an idea of the difficulty of properly tempering 
a stainless steel knife, let us imagine a line drawn from 
top to bottom of a sheet of paper. Call this the line ot 
demarkation for temper. We will number this line one 
hundred and assume this to be the exact number for the 
correct temper of a blade. To the left, imagine a series 
of parallel lines numbering down from one hundred and 
to the right, a series numbering up. For stainless steel, 
a temper index of, say, ninety would mean a soft blade; 
one to one hundred ten, hard to brittleness. In certain 
steel the range is much wider comparatively. The 
index might run to eighty before a soft blade would 
result and as high as one hundred twenty for a brittle 
blade. 

As the temper range for stainless steel is narrow, 
much care and skill are required to produce a well 
tempered blade. Care and skill are costly. Good knives 
require them and therefore, cost more to make. Manu- 
facturers having a reputation for good products have 
the latest electrical devices for controlling heats and 
employ skilled workmen. 


Anent Proper Shape 


As important as proper temper is correct shape as to 
grind. Looking at the back of a knife, the thickness 
of the blade should be ground tapering from handle to 
point. A blade so tapered, upon being bent, will curve 
most near the point, the arc gradually lessening until 
about half the way of the length, the remainder staying 
practically rigid. So much for length grinding. 

The most important grind is from back to cutting 
edge. This shape should be almost a flat sided wedge 
ending in a fairly long bevel of equal sides. “Long” 
in this sense deals with thousandths of an inch. Near 
the cutting edge, enough metal must be left of the wedge 
to prevent chipping out. One can “feel” a good grind 
on a knife by placing the blade between the thumb and 
forefinger with the edge toward the inside of the hand 
and gently but firmly pulling the fingers down toward 
the cutting edge. If the blade feels rather thick near 
the edge, it won’t cut well even if the very edge itself 
seems quite sharp. 


Cheap Knives Get Little Grinding 


To get the proper grind takes time and uses up 
grinding wheels. Cheap knives get very little grinding. 
They are almost as thick near the edge as at the back 
and the angle of the bevel at the edge is abrupt and 
short. One can readily note the difference if a compari- 
son is made between a cheap knife and a good one. 

The common fallacy of the average housewife is not 
realizing that the best of knives need to be kept sharp 
to do good work. A properly ground and tempered 
knife can be readily resharpened on a household or 
butcher’s steel after one has acquired a little skill in the 
art. Other than a butcher, the person who knows how 
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to use a steel is a rarity indeed. To explain how to use 
a steel is very difficult. A demonstration is really neces- 
sary but with the proper start and some practice one 
can eventually learn. The steel is held in the left hand 
with the handle about waist-high, the point straight out. 
The heel of the knife is placed on the steel near the 
point, cutting edge toward the hand with the blade 
raised at a slight angle according to the bevel of the 
edge. The blade is then drawn down and back from 
heel to point, first on the top of the steel, then on the 
under part. The motion is like cutting with a back 
stroke and appears as if one were trying to cut a slice 
from first one side, then the other, of the steel. 

Every dealer should learn how to properly “steel a 
knife,” as it is called. His local butcher can show him in 
a few minutes and “practice makes perfect.” He can 
then teach his customers the method. Their skill will 
come with practice. Many household and butcher steels 
can be sold in this way. Sell the customer a good knife, 
show how to keep it sharp and gain a friend of good 
cutlery. 


Popular Cutlery Handles Come from Many 
Foreign Lands and Strange Animals 


TRESS is often laid upon the kind and quality of 
steel from which the blades of cutlery items are 
made. The handles of pocket knives, kitchen 

cutlery, etc., do not always receive the attention they 
deserve. 

There are many different materials used in making 
handles and a word or two about their advantages may 
often help the dealer close.a sale. If he knows why a 
certain wood or horn is used and where it came from, 
etc., his knowledge of these things cannot fail to create 
in the customer’s mind an impression that the dealer 
knows what he is talking about. 

The Mother-of-Pearl handle is used on many small, 
fine pocket knives. The pearl comes from the South Sea 
Islands and the scales from it are used on the handles. 

The patented stag handle or imitation stag handle is 
usually made from the leg or shin bone of the domestic 
steer. The bones are boiled, bleached and then sawed 
to size. Then they are “stagged” or grooved by ma- 
chinery, afterward dyed and when properly seasoned 
are ready to use on the knife. Most genuine stag is 
obtained from Hungary, India and China. The horns 
from the animals in these countries are long and slender. 
which makes them especially adaptable for the better 
grades of cutlery handles. 

Cocobolo wood comes from a small section of Panama. 
The wood is very hard and oily, taking a splendid polish. 
At the present time there are not more than 20,000 
square miles of cocobolo forests throughout the world 
and the production is almost entirely in the hands of the 
Central American Indians. It is hard to estimate when 
the present supply of this popular wood will be ex- 
hausted. 

Ebony is a dense, hard wood coming from Southern 
India, Madagascar and parts of Africa. While the 
supply of this popular wood has greatly diminished, the 
demand continues as large as ever. Buffalo horn does 
not come from domestic animals, but from the water 
buffalo of Siam and India. The Siam horn is usually 
black while the Indian is gray. 
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EDLUND 


THE CAN OPENER WITH 
UNIVERSAL APPROVAL 


A Quality Product—Guaranteed 


Larger styles 





The Edlund Junior, shown 
above, sets a new standard 
of excellence. Attractively 
finished and strongly con- 
structed for years of perfect 
service. 

A size for the needs of 
every kitchen, from the larg- 
est hotel to the smallest 
kitchenette. 


Write to Dept. H. for prices, 
samples. 


EDLUND COMPANY 
BURLINGTON, VERMONT 

















eve 


rotain 





Utility Carvers 





Ss ED 


No. 4501 Never-Stain Carver Pair 


Consists of 8 inch Slicer and Fork 914 inches 
overall of Highest Quality Stainless Steel. 
Shaped Cocobolo or Ebony Handles. Brass 
Rivets and Burrs. Packed one pair in at- 


tractive box. 


Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 
FRANKLINVILLE, NEW YORK 
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The Burns Bread Knife 
Cuts Like Wildfire 














Double edged paring knife No. 112-S 








Grape fruit knife No. 110-S 





The Burns Mfg. Co., Syracuse, N. Y. 


“Patented serrated edged cutlery” 
Please write for catalogue and prices. 














KNIFE QUALITY 
a tinoleum layer 
APPRECIATED 


a 


In severe service, this Dexter 
linoleum knife had lest its 
hawkbill shape. But it proved 
on the job to be a wholly satis- 
factory, economical linoleum 
knife. 

We know it did, because one 
of America’s biggest Jinoleum 
makers used it, and told us the 
story. 


Sell Dexter. Then you will invari- 


ably satisfy all knife users, what- 
ever shape or style they want. 





Same knife—New 


GD 


Harrington Cutlery Company 
SOUTHBRIDGE, MASS. 








Plomb Pick-Up Pliers 


Plomb Pick-Up Pliers are a new item recently announced by 
the Plomb Tool Co., 2209 Santa Fe Avenue, Los Angeles, Cal. 
The pliers are furnished in two lengths, 12 in. and 18 in., and 








are recommended for the following uses: Removing and re- 
placing valve keepers, removing broken light globes, installing 
vacuum floats, putting on Chevrolet pan, removing bolts, nuts, 
keys, etc., frcm crank cases, transmissions, etc. A special folder 
describing this tool will be sent upon request. 


Displays Large Number of 
Cutlery Items in Small Space 


More than three hundred cutlery items were shown 
recently by Duncan & Goodell Co., Worcester, Mass., in 
a display window only two feet deep and about six feet 
in length! 

Nearly every item in the company’s cutlery department 
was included in the display. Twenty-five sample boards, 
of '4-in. pine and measuring 12 by 20 in., covered with 
dark green plush paper were used for mounting the 
items. Three rows of boards, five deep, composed the 
rear of the window and the remaining two were at the 
sides. 

Due to the extreme shallowness of the window, even 
the smallest items mounted on the panels could be easily 
seen. All were plainly priced. 

M. W. Haynes, display manager, said, “It is difficult 
to determine exactly how much business this particular 
window display brought to the store, but it did increase 
our cutlery business considerably and was well worth 
the time and effort spent on it.” 

Included in the display, which was shown for several 
weeks, were alarm clocks, thermometers, flashlights, wrist 
watches and several other kindred specialties. These 
may not be considered as cutlery, yet they fit in very 
well with the average dealer’s cutlery stock and add to 
the effectiveness of the department and window dis- 
plays. 


When a customer buys a pocket knife, suggest a hone. 


xk *k * 


When you sell a strop, find out if a hook is needed. 


*x* * * 


Bon Ami cleans smudges from stainless steel blades. 





Hardware Store Has “Spud” Exhibit 


Olswang’s Hardware store, Tacoma, Washington, 
had a display in their window recently which spoke 
well for the quality of seed sold in their store. 

The display consisted of a number of potatoes and 
squash raised from seeds sold by the hardware com- 
pany. One potato alone weighed three and _ three- 
quarter pounds and was 11 inches long. The squash 
weighed 45 pounds. 














HARDWARE AGE for JANUARY 3, 1929 













KLEINS for 
The Man Who Knows 







The tool with- 
out argument 
—the man on 
the job—mechanic 
— electrician — 
plumber—all know 
Klein’s—the stand- 
ard of plier excel- 
lence “since 1857”. 


SLE wae 


Backed by national advertising, 
Klein pliers and tools are having 
an even wider distribution than be- 
fore. Place the Klein Display 
Board on your counter — assure 
yourself of a quick, easy profit that 
might well be yours without effort. 
Your favorite jobber handles Klein 
pliers—jot it down on your “want 
book” to say “Klein’s” to his sales- 


men. 
KLEINoxs 





Mathias 


Established 1857 
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“ELEVEN — 
EIGHTY” 


Garage Door 
Hardware 


The original Allith round track hanger 
for installations of 2-3-4-5 or 6 door 
openings. The folding sliding move- 
ment is free and easy. “11-80” will not 
jam, balk or jump the track—this in- 
sures long lasting garage doors. 










Quiet—less friction—swivel type—ver- 
tical adjustment—machined cast wheels 
and many other Allith features keep 
11-80” “sold.” They cost less by last- 
ing longer. 








Allith Catalog No. 97 shows installa- 
tion views. Get your copy now. 






Allith-Prouty Company 
DANVILLE, ILLINOIS 
Overhead Carriers 














Alrpert Door Hardware 








Spring Hinges Malleable iron Washers 
industrial Deer Hardware Stadium Seat Brackets 
Certified Malleable tron Castings 









One Hundred Years of Progress 
Celebrated by Geo. Worthington 


(Continued from page 59) 


1911 and was succeeded by W. D. Taylor, the incum- 
bent president of the Geo. Worthington Co., who has 
been with this firm for sixty-two years. Mr. Taylor 
is a past president of the National Hardware Associa- 
tion and was a very active factor in its organization, 
which took place in Cleveland in 1894. P. H. Deming, 
now chairman of the board, is the son of the late 
George Deming, a former vice-president of the com- 
pany, who was also active in helping to form the 
National Hardware Association. 

Other officers are A. J. Gaehr, vice-president and 
treasurer, H. E. Hulburd, vice-president and sales man- 
ager, and J. G. Schullian, secretary and assistant treas- 
urer. Mr. Gaehr and Mr. Hulburd have been with the 
company forty years and Mr. Schullian has thirty-six 
years to his credit. These officers, together with L. H. 
Weber, 37 years. C. L. Seith, 45 years, C. H. Bleil, 42 
years, H. H. Riddle, 36 years and D. Aitken, 27 years, 
comprise the board of directors. The firm employs 
about 450 people. 

Two officers of the company having been factors in the 
organization of the jobber’s association, it is natural 
that the Geo. Worthington Co. has always been ac- 
tively interested in cooperating with retail hardware 
associations, participating in conventions and exhibits 
in their territory. 

When the Ohio Hardware Association met at Cleve- 
land two years ago the Geo. Worthington Co. erected 
a complete model retail hardware store as a stimulus to 
better retail merchandising. 

Augmenting its chief function, which is to warehouse 
and distribute salable merchandise, the company has 
trained its large sales staff to act as business counsellors 
to dealer customers. Acting as an agent for the store 
display fixtures made by J. D. Warren Manufacturing 
Co., this Cleveland jobbing house points with pride to 
many remodeled stores, supplied with display fixtures 
through the Geo. Worthington Co., J. A. Palm, of the 
company, has specialized in this service and has earned 
a commendable reputation for efficiency along these 
lines. 

At least once a year the entire sales staff meets in 
convention for a full week. Last year much time was 
devoted to window display work. The salesmen were 
instructed in this art and have been very useful to cus- 
tomers in offering not only suggestion but actual assis- 
tance in making up attractive window displays. 

In celebrating the one hundredth anniversary, the of- 
ficers and personnel of the Geo. Worthington Co. recog- 
nize their obligation to carry out the founder’s ideals of 
service. 


A statement isn’t necessarily false because you dis- 
believe it. 

There is scarcely anything in this world that some 
man cannot make a little worse and sell a little cheaper, 
and the buyers who consider price only are this man’s 
lawful prey. 


You’ve got to have a mighty good mouse-trap these 
days to get people to walk a half-block out of their 
way for it, and then they won’t buy unless you promise 
delivery the same day. 
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The Only Permanent Thing in 
Life Is Change 


(Continued from page 57) 


the lower floors or in the basement. Sample rooms and 
offices were either on the first or second floor, usually 
on the first floor. A customer could not be persuaded 
to climb a flight of stairs to a sample room. 

In these days, as a result of modern elevators, many 
of our industrial houses have the larger part of their 
office force on the upper floors. They have better light, 
better air and they are elevated above the noise of the 
streets. Some of our greatest industrial houses have 
their sample rooms on the top floor, where they have 
skylights and their sample rooms are flooded with 
natural light. 

In those days goods were hauled from railroad sta- 
tions to buildings. No one paid much attention to such 
a small item as drayage. Everything was hauled in and 
hauled out. Nowadays our great industrial houses are 
not only on railroad tracks and connected with docks, 
where goods can be loaded on ships, but they actually 
run cars inside of the buildings, so they can be loaded 
and unloaded opposite elevators and immediately put in 
place. 

In many of our automobile storage warehouses out- 
side elevators are arranged so that entire automobiles, 
finished complete, are lowered immediately on to the 
cars, in which they are delivered to all parts of the 
country. Human ingenuity in every way has been work- 
ing to cut down labor, expense and to save time. 


THE TELEPHONE 


In the old days we wrote letters or sent messages. 
After a while there was a great improvement. We could 
telegraph. Now a large and important part of our busi- 
ness is done over the telephone. Merchants sit in their 
offices in New York and talk business with other mer- 
chants in Cleveland, Chicago, St. Louis or San Fran- 
cisco. In New York nothing is thought of a call from 
Cleveland or St. Louis. 

If it had not been for the telephone probably the 
present speaker would not be here tonight. Mr. Hul- 
burd first called him up in New York and, finding he 
was in St. Louis, called him up there. In these days 
there is no escape from the telephone. You can be 
followed from place to place. Many houses have sys- 
tematized the use of the telephone, and it is a great 
factor in business. I know of one young lady in a 
wholesale drug house who sits at the telephone and sells 
$100,000 worth of drugs every year. 


TRUCKS AND AUTOMOBILES 


What a tremendous change has taken place in busi- 
ness as a result of this service! In the old days, when 
I was a salesman, we traveled by train or we drove. 
30th methods were slow. Frequently there was only one 
train in twenty-four hours. The modern salesman, as 
you know, travels in his own automobile, carries his 
samples with him (or should), and wastes no time get- 
ting from one customer to another, or getting in or out 
of town. 

The modern truck is making great changes in deliv- 
eries. The delivery service has been greatly improved. 
There are many jobbing houses in various lines who 
deliver all their goods by truck. The automobile itself 
is revolutionizing business. It is killing off the small 
town and concentrating business in the larger cities. 
Both manufacturers and jobbers, who wish to maintain 





The new Europe 
offers you 


NEW PROFITS 

















Come to the Leipzig Trade Fair in March 


The latest products of 22 different countries at your 
finger tips. 

See 300 Exhibits of hardware and cutlery, 900 ex- 
hibits of kitchen utensils, etc., 730 exhibits of glass 
and chinaware, 880 exhibits of sporting goods, etc. 


WICE a year 10,000 exhibitors show their newest, and 
most salable merchandise at the Leipzig (Germany) 
Trade Fair, the world’s greatest buying and selling center. 
At the spring Fair last year 185,000 buyers from 44 countries 
attended. Five hundred million dollars worth of goods 
changed hands. Over 2000 American buyers found profit 
and pleasure. 
No matter what your line of business is, you will find it well 


represented. For Leipzig offers you everything . . . from 
lavallieres to locomotives . . . from toys to trip-hammers 
. from dusters to dye-stuffs . . . everything. 


Plan this very minute ‘to attend the General Sample Fair 
from March 3 to 9, or the Great Technical Fair and Build- 
ing Fair from March 3 to 13. Send the coupon below and let 
us tell you about special offerings in your particular field, 
about concessions in travel rates, and generous, helpful, free 
service. Write us immediately, for the time is getting short. 
Send the coupon today. 


LEIPZIG TRADE FAIR 


For 700 Years—the Market Place of Europe 











LEIPZIG TRADE a A H-1 
11 West 42nd Street, N. Y. 

Gentlemen: Please send me a copy of the booklet, ‘“‘A save-money trip 
to the make-money Fair,” which contains complete information regard- 
ing profit possibilities, special travel rates and your free service. 
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PLYMOUTH 
e353 Mf 


MILLS 


“RAPID” 
GRIST 
MILL 


For grinding corn, for making table meal, and for 
grinding all grains, shells, roots, bark, salt, coffee, 
etc., you can recommend PLYMOUTH ‘Rapid’ 
Grist Mills for most satisfactory results. hey 
meet every requirement for long service and good 
work. Ruggedly built throughout of heavy iron, 
with steel shaft, and alloy-steel burrs 4 inches in 
diameter that will outlast three sets of ordinary 
burrs. All parts carefully machined and fitted to 
insure best results. 


PLYMOUTH “Rapid’’ Grist Mills are priced to 
enable you to get mill business. Write for com- 
plete catalog in colors, describing “Rapid” Mills, 
also our larger ‘‘Korn King” Mills for both hand 
and power use. 


The Fate-Root-Heath Company 
701 Bell St. Plymouth, Ohio 











How’s 
Business ? 


Not 
so 


good ? 


When A. M. Griffin of Plainfield, 
N. J., found himself confronted with 
this problem, he decided to do some- 
thing about it. He felt that if the 
chain store could make a success of 
itself the independent dealer—always the bulwark of his com- 
munity—could do so likewise. So he studied chain store methods 
-—discovered suddenly that his old store was hopelessly out of 
date—found that people won’t buy unless they can see what is 
for sale. He found out, by diligent inquiry. how Heller could 
re-equip his store—place his stock in such a manner that people 
couldn’t resist buying. 


The Modern store of 


A. M. Griffin, Plain- 
field, N. J., is Heller- 
equipped. 


Now business is good with Mr. Griffin. People like to shop in 
this modern, well-appointed store. 


Does the above question apply to your store? If so, send the 
coupon today for Heller’s personal advice and suggestions. No 
obligation or cost on your part. 


HELLER 


Business Building Store Equipment 
W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 
New York Office, 20 Vesey Street, 
Suite 500 


Write name and address in margin below 


Check the items you are interested in, 
tear out this ad and mail it today. 


"] New Style Display Tables 

0 Price Tickets for Display Tables 
OJ Display Door Wall Cabinets 
1-3-29 (66-A) 


























their business, must carefully consider this trend—this 
changing of small town distribution to distribution from 
the larger cities. 

Another trend in business, brought about by the auto- 
mobile, has been the building up of suburban trade, the 
creation of trading centers all around the large cities in 
the suburbs. This trend has led to a great increase in 
city business and, of course, this business is all taken 
care of by salesmen selling goods in automobiles and by 
truck delivery. 

* * * 

Last, but not least, let us just glance at the effect of 
modern conditions upon the personnel in our business— 
upon the officials of the business, the employees and 
upon the salesmen. I have been in the hardware busi- 
ness for many years. I have seen all these changes take 
place. It is a common thing for older men to talk about 
the good old days. They look to the old times as the 
hetter times. This is not true with me. I think the 
present days are the best days we have ever had. I 
have not forgotten when I worked as a stock clerk. 
There was no heat in winter. I filled orders at a tem- 
perature of 20 degrees below zero. How would some 


| of our modern stock clerks, in their well heated build- 


ings, enjoy that experience? 

I also remember the sanitary conditions of the jobbing 
houses of the past. One washroom and one towel were 
ample for fifty employees. I also remember traveling 
conditions in those good old days. Nowadays our sales- 
men not only wish a bed all to themselves but they also 
wish a bath. If any house should instruct their sales- 
men to secure rooms without bath they would be con- 
sidered a very parsimonious house. 

I can very well remember when there were not only 
no baths in a hotel but when it was a common and ac- 
cepted thing for a guest to expect to double in bed with 
some stranger. If you will read the Life of Abraham 
Lincoln, you will read where on his circuit they not 
only slept two in a bed but some times as many as four. 
Retiring in those days was a simple matter. You simply 
took off your collar, tie, coat and vest, also your shoes. 
Silk pajamas, cold cream, tooth pastes, and even tooth 
brushes, as-well as military hair brushes, were luxuries 
undreamed of. 

They, too, the ethics in business in those good old 
days were very different from now. I do not hesitate 
to say that business is conducted on a far higher plane 
today than it was fifty or a hundred years ago. All of 
you remember the Latin saying, caveat emptor, which 
means “Let the buyer beware.” That was Roman law. 

In the good old days there were a lot of pirates and 
buccaneers in business. Some of them did very well 
indeed. Collections were slow. Business standards 
were at a low level. Panics came with frequency. The 
credit man was one of the principal and most important 
officials in every business. 

Just stop and think! I know of one large manufac- 
turing concern, selling the jobbing trade, doing a busi- 
ness of more than $20,000,000 per annum, and they 
haven’t even a credit man to pass on their orders, and 
their losses from bad debts are practically nil. Compare 
this with conditions of fifty years ago. At that time I 
can remember certain States, especially in the South, 
that were financial graveyards. Goods were commonly 
sold on a year’s time. Losses from bad debts were 
enormous, and profits had to be sufficiently high to cover 
these losses. The merchant and consumers who paid 
their bills in those good old days paid for the losses as 
a result of inefficiency and dishonesty. 

Having seen the end of the old times and having lived 
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Two Real Profit Makers 


Cleve-way Collapsible Hose Reel—all steel—painted green 
—holds 100 to 150 ft. of hose. Inner circle provides 
bed for first layer of hose. Collapses to only 1 inch 
thickness for shipping and storing. Easily assembled. ° 
Weight 5 lbs. Packed 1 dozen to a carton. A pop- 
ular retailer at $1.25 each. 

Cleve-way De Luxe Mail Box. Very attractive. Made of 
cast iron. Durable as well as weatherproof. Trans- 
parent glass front and name plate. Hinged top with 
slot and drop cover, spring wire clip for magazines and 
newspapers. Cover may be padlocked. Finished in 
Aluminum, Black Japan, and White Enamel. Low priced. 

































Packed 1 dozen to a carton. 


Jobbers and dealers write for prices and samples. Some territory 
still open for sales representatives. 


Cleve-way Mfg. Co. 3043 Carnegie Ave. Cleveland, Ohio! 



















Seymove Smitx 


Grass Shears Pruning Shears 






. 117 Grass Shear 


FASI SELLING GOODS FOR SPRING 
Will Please Your Trade. 
, Guarantees? Toole Tht f Prices Todas. 
SEYMOUR onstit tn tac Oakville, Conn. 








Sales Representatives: John 1} Graham & Co. 118 Chambers st., New York 
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They set up a howl for the 


Wolves of Lenox! 


Skilled mechanics the country over—men 
who are proud of the work they do— 
quickly sense the difference in these 
super-strong, long-lasting blades—eall for 
them by mame again and again! Their 
demand for quality means sales volume 
for the dealer—turnover—profits! 

Attractively packaged—well advertised— 
let us start to sell these Packs of Lenox 
Wolves in your territory for you. 


"The Tools in the Plaid Box 


AMERICAN SAW & MANUFACTURING COMPANY 
Springfield Massachusetts 































“GEM” 


Adjustable 
RADIATOR SHIELDS 


When walls, ceilings and wood- 
work of a home are light in tone. 
advise the purchase of “GEM” 
Adjustable Radiator Shields in the 
aluminum or ivory finish. For 
rooms finished in dark colors, recommend the gold- 
bronze finish. 10 popular sizes, ad- 
justable to radiator top widths, 6” to 
13”; lengths, 11” to 65”. Retail at 
$5.00 to $8.00. Beh & Co., 1140 
Broadway, New York, N. Y. 


Buy from your jobber 















e A Flux 
For All 
Metals 


The chief feature of Rubyfluid is that it 
fluxes perfectly and makes a Better Joint 
with Less Solder. 


That's why Mechanics, Plumbers, Tinsmiths 
and others are steady users of Rubyfluid. 
No corroded seams. No poisonous fumes. 


Also big seller for tinning soldering coppers. 
Send for a Sample and Trade-prices. 


sna. =) RUBY CHEMICAL*CO. spr, 
68 McDOWELL STREET COLUMBUS, OHIO 











Divot Bearing 


FAULTLESS CASTER COMPANY 


EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 





estas 
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GRIFFIN Hinges of 
distinctive beauty 
and service—form 
the highest stand- 
ard of quality and 
uniformity. 


~ a 


RIFFIN 


Manufacturing Co 

ERIE, PENNSYLVANIA 
vanch Officer, 

Eire Ww. Ranaelsh St. 




















The Only Permanent Thing in 
Life Is Change 


(Continued from page 102) 


into this newer generation, I very much prefer present 
conditions. I prefer them physically, spiritually and in- 
tellectually. 

THE DRINK HABIT 

We hear a good many people talk about drinking. To 
hear some of them talk one would imagine that all the 
drinking was being done at the present time. All this 
makes me smile. I can remember when I was a sample 
clerk in the hardware business in St. Louis, when almost 
everybody drank. I have seen them staggering around 
the sample room. I had a little workroom in our sample 
room where I wired the samples with copper wire on 
boards. This little workroom at the height of the sea- 
son, in both spring and fall, was a regular barroom. We 
had one of these old-fashioned coolers with a faucet 
for ice water. The whiskey bottles were put in the 
water to keep them cool and the water was used as a 
chaser after the drinks. 

It was a common thing, in fact, I might say almost a 
regular thing, for the prominent citizens in towns out 
West in those days to return home in a more or less 
intoxicated condition. Of course, they blamed their :cus- 
tomers for this by stating they had to get intoxicated 
entertaining their country customers, and 1 suppose the 
country customers blamed the jobbers of those days. 

But as I remember my youthful days in the West, it 
seemed that almost everybody drank and drank hard. 
Not only this but if you refer to the history of the 
early days of the Colonies, take, for instance, the History 
of John Marshall by Senator Beveridge; you will find 
one chapter devoted to drinking. Statistics are given 
of the amount of whiskey, wine and beer consumed by 
the people. In those old days almost everybody drank 
wine or whiskey with their meals. Men were designated 
as one bottle, two bottle or three bottle men, according 
to the amount they consumed. Our good friend, 
George Washington, comes down in history as a two 
bottle man. 

Now, of course, we know there is drinking today, but 
we also know that the mass of people are not drinking. 
We know that a salesman, to be successful, cannot drink 
as he drank in those days. We know merchants cannot 
drink as they drank then. I am quite sure if a mer- 
chant should enter the house of The George Worthing- 
ton Company today in an intoxicated condition, and if he 
were waited upon by an intoxicated salesman, it would 
be an unusual sight. Probably the credit of this mer- 
chant would be questionable. That sight, however, was 
nothing unusual in the old 80’s. No one paid any at- 
tention to it. It was the usual and regular thing! 
CONCLUSION 

Notwithstanding our problems and irritations in bus- 
iness today we should all be thankful that we are doing 
business in this day and generation instead of in the 
past. Rewards for efficiency and merit are surer today 
than ever before. Genius and ability are receiving a 
higher price than ever before. All of the conditions 
of living, in health, in education, in amusements, in all 
things that go toward making life bigger and broader 
and more worth while, are more common today and 
more at the disposal of the mass of people than ever 
before in the history of the world, and this is espe- 
cially true here in the United States, where we have 
the good fortune to have our lot cast. 
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What Are Your Answers? | 


T a recent meeting of the Metropolitan Hardware 
Association in New York City, the following ques- 
tions were presented, discussed and refrred to the 

constituent local associations for discussion. What are 
your answers? 

1. What is the real need of the older estalished hard- 
ware dealer and why does he not show greater progress? | 

2. What suggestions can hardware associations give 
to dealers that will be of practical benefit? 

3. What sales policy on the part of the retail dealer 
gives best results—window display, newspaper adver- 
tising, direct mail advertising, education of sales force 
or employing an outside salesman? 

4. How many dealers use a system of business con- 
trol? 

5. Are there any other benefits, other than a saving in 
cost, derived from quantity buying? 

The wording of these questions has been slightly 
altered to make the appeal more general. Here are five 
vitally important questions—What Are Your Answers? 





Metal Clip on Extension Window Screens 


The new extension window screens manufactured by the Con- 
tinental Screen Co., 1323 Book Building, Detroit, Mich., are 
now being made with a metal clip instead of the old style wood 
plug or wood clip. This new method has been thoroughly tested 
out during the last year or two, and the company states that it 
is now considered to be the best construction for an extension 
window screen. 











All corners are mortised and tennoned, in addition to being 
securely nailed. The steel uprights are black enameled and 
firmly attached to the wire cloth. The screens open and close 
easily; grooves and slides are carefully machined and fitted, 
assuring good adjustment. 





I’m not so sure about the evil part of it, but money 
must be the root of something, the way most of us 
have to dig for it. 





Flights of imagination are all right until you have 
to make a forced landing. 





Only the criticized ever amount to much. 





When you lose your head, hold your tongue. 





It is impossible to express high ideals in low lan- 
guage.—Allith Bulletin. 








You can write with the 
Blaisdell No. 792, and smile. 
It marks plainly and dis- 
tinctly on any polished sur- 
face. Most hardware deal- 
ers use it. And most deal- 
ers sell Blaisdell pencils be- 
cause their customers prefer / 
them for every need. Why/ 

Use Labels? ; 























OA 
wy 

ay NOS 
14 5 wnceece 


We'll be glad to 
send you sam- 
ples of these fast 
selling Blaisdell 
pencils. The price allows 
a substantial dealer margin, 
and every pencil gives uni- 
form satisfaction. 


Write us today 


PENCIL COMPANY 


Blaisdell Prmsverin usa 


Awarded Gold medal Sesqui-Centennial 1926 
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422 Nails 
You Don’t Need 


Using only 100 Reading Cut Nails, 

you can do the same job that would 
require 172 wire nails—and have a 
better, longer-lasting picce of work! 


For Reading Cut Nails grip the wood 
with 72% more holding power. Their 
square corners keep them tightly anchored 
throughout the life of any building. 


Today, Reading Cut Nails are recognized as 
a standard where more durability and lasting 
power are required. 





There’s a type of Reading Cut Nail for every 
building need. Try them out—you'll stay sold. 


READING IRON COMPANY, Reading, Pennsylvania 


Atlanta Detroit St. Louis 
Baltimore Houston Tulsa 

Boston Los Angeles San Francisco 
Buffalo New York Fort Worth 
Chicago Pittsburgh Seattle 
Cincinnati Cleveland Philadelphia 





Hot of the Nail ie 


Little yarns that others have laughed 
over culled from various sources. As \- 
a contemporary puts it: “Some of them 
have been copied, the rest will be.” 





Jones came home very early in the morning and terribly 
under the influence of his bootlegger. 

Mrs. Jones had delivered many a lecture on previous oc- 
casions and he must avoid another. He crept in quietly: 
light in the library—the very thing—he would go in and 
pick up a book and be reading if she came down. 

He fumbled around and found a pile of books in the 
corner on the floor. He would take that big one way at the 
bottom of the pile. He tugged away and finally got it out, 
opened it up and seated himself comfortably. 

In a few moments Mrs. Jones came down the stairs and 
stood looking at him through the doorway. 

“What are you doing there ?” 

“Why, dearie, I’ve been reading.” 

“Oh, you darned old fool! Shut up that suitcase and 
come on to bed.” © 











Mildred (icily)—‘‘And shall I return the engagement 
ring ?” 

Frank—“Oh, no, don’t bother I’ll just have the notice of 
the next installment sent to you.” 





Wife—“The maid has sharp ears.” a4 
Hubby—“Yes, I noticed that the doors are scratehed up 
around the keyholes.” 





“Now, tell me, what is the opposite of misery?” 
“Happiness,” said the class in unison. 

“And sadness?” she asked. 

“Gladness.”’ 

“And the opposite of woe?” 

“Giddap!” shouted the enthusiastic class. 





Little Alice, aged three, after she had been tucked into 
bed, was afraid of the dark. 
“There’s Some One who always takes care of little chil- 
dren, dear,” her mother assured her. But Alice looked 
puzzled, and her mother continued: “Don’t you remember. 
Some One up in the sky?” 
Alice smiled back. “Oh, yes; ‘course I do now—Lind- 


bergh.” 





Two boys were very much interested in watching an ex- 
tremely fat woman who was weighing herself. 

She dropped in a penny, but the machine was out of order 
and only registered 75 pounds. 

“Good night, Bill,” gasped one of the youngsters in 
amazement, “she’s hollow !” 





Donald MacTavish lay a-dying. He had been all day 
about it, and his wife, who had watched with patient ex- 
pectancy since early morn, began to feel the care of her 
neglected household duties. 

“Aweel, Don,” she said, as she moved the light to the 
table by his bed, “I must gang along to the kitchen the noo. 
Ye'll no be takin’ yer departure afore I come back. But if 
ye should, ye’ll blow out the candle afore ye dee, will ye?” 
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Porter—‘“Where’s you trunks, suh?” 

Salesman—‘“I use no trunks.” 

Porter—“But Ah tho’t you was one o’ those travelin’ 
salesmen.” 

Salesman—“I am, but I sell brains, understand? 
brains.” 

Porter—“Excuse me, boss, but youse the fust travelin’ 
fella that’s been here who ain’t carryin’ no samples.” 


I sell 





An Irishman, who had been out of work for some time, 
found employment in an observatory, where he was a kind 
of general handyman. 

For the first week Patrick was very happy. He had very 
little to do, but this did not last for long. During the second 
week he was put on night duty, attending a certain learned 
professor who was making an experiment. 

One evening Patrick paused to watch the professor peer- 
ing through a large telescope. At that moment a shooting 
star fell. 

“Man aloive!” exclaimed the son of Erin in astonishment, 
“Oi should niver have reckoned you such a foine shot !” 





Kind Old Gentleman—‘“What do you call those two kit- 
tens, Johnny ?” 

Small Boy—‘I call ‘em Tom and Harry.” 

K. O. G.—‘‘Why don’t you name them Byrd and Wilkins, 
after the great explorers ?” 


S. B.—‘“Aw, gwan, mister; these ain’t polecats.” 





A benevolent old gentleman employed his spare time giv- 
ing addresses to inmates of lunatic asylums. 

On one occasion, in pursuit of his hobby, he was giving 
a talk on a popular subject to the saner section of one of 
these institutions. Right in the middle of his address one 


of the inmates rose up and, addressing the Governor, who | 


was in the chair, asked: “Are we obliged to listen to this 


drivel ?” 

The lecturer stopped instantly and, addressing the chair- 
man, said: “Shall I go on?” 

“You may proceed,” said the latter. “That poor fellow 
only has one lucid interval every twelve months, and so he 
is not likely to interrupt again.” 





A group of men were sitting about the big airtight heater | 


in the general store of Grandpa Hibbs. Haze Lynn ele- 
vated his feet and spat into the coal scuttle as he volunteered 
this bit of information: “Guess Si Slater’s bank is in pretty 
bad condition—’bout to fail.” 

“How so?” inquired Grandpa, pausing in the distribution 
of the mail. 

“Wal,” said Haze, “I seen a check Frank Bovee wrote 
for $2. It was returned marked ‘No Funds.’ Now, a bank 
that ain’t able to cash a check for $2 must be pretty nigh 
busted.” 

“That's so,” agreed the rest of the loafers. 





We have just learned of a printer who started poor 
twenty years ago and retired with a comfortable fortune 
of $50,000. This was acquired through industry, economy, 
conscientious effort, indomitable perseverance and the death 
of an uncle, who left him $49,999. 

“Where is George?” 

“In de hospital, Boss.” 

“In the hospital? What happened to him?” 

“Well, George’s been a tellin’ me ev’ry mornin’ foh ten 
days dat he’s gonna lick his wife cause o’ her naggin’.” 

“Well?” 

“Well, yestiday she done ovahheah him, dat’s all.” 








5 


AComplete La 


ELF-OILING 


AREGISTEREDTRADE NAME 


SHALLOW |] 





eg sd 
errs 


we 


Capacit 
Automatic Unit og 


Every type of residence, farm, summer cottage, 
hotel, camp, school, college, hospital, laundry, 
church or similar installation. The Myers Self- 
Oiling Shallow Well Water System pictured above 
is typical of every system in the Myers line. It 
is self-oiling and automatically controlled, has 
housed working parts and unrestricted water 
ways, is equipped with reliable motor and spe- 
cially constructed tank. These important factors 
should not be overlooked by, dealers, plumbers, 
pump men and others who are interested in sell- 
ing reliable pumping equipment. 

The complete Myers line includes units for deep 
or shallow well service—outfits for use with en- 
gine, motor or other power—for pumping water 
direct from the source of supply to the faucets 
or for pressure tank service. Capacities range 
from 200 to 10,000 gallons an hour. 


Remember—Myers ‘“Honor-Bilt’” Water Systems are the 
culmination of more than fifty years’ experience in building 
hand and power pumps for every purpose. Myers reputation 
for quality is world wide. Learn more about Myers Water 
Systems and Power Pumps. Write or wire today for catalog 
and information. 


THe F.E.MYERS & BRO.¢o. 


ASHLAND, OHIO. 


urers for over Fifty Years of MYERS HONOR-BILT PUMPS for E: 


Manufact very Purpose. 
WATER SYSTEMS-HAY ond GRAIN UNLOADING TOOLS - BARN. FACTORY and 


E DOOR HANGERS: STORE LADDERS, Etc. 


Take 
oO The 


ers 
Th f 
MYERS 


PUMPS-WATER SYSTEMS -HAY TOOLS -DOOR HANGERS 
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Sell-Protection From Rust | 


HEN you sell your customers The Green 

Line Armored Tool Cases, you sell pro- 
tection from rust. Changes in atmospheric 
conditions cause so called sweating and rusty 
tools. Green Cases are woodlined, wood can- 
not sweat. Carpenters and machinists all 
appreciate the value of this protection. Cash 
in on this advantage by pushing The Green 


Line—Catalog and sales literature on request. No. 85-32— A Carpenter Shoulder 
Case. Brackets for three saws. 




















RE 4 Practically designed and well con- 
G EN-CASE, Inc. structed. Size 3 x 814” x 32’. 
SURPLESS, DUNN & CO. No. 80-32—Same as 85-32 but with 
Chicago Office General Sales Representatives New York Office trunk lock and draw bolts. 
34 No. Clinton St 74 Murray 8t. 

















Globe Vacuum Bottles 


SELL Because They 
Meet Every Demand 
for QUALITY 
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Paint Spraying 


Revolutionized 


by this new development 


When You Stock Globe Vacuum Bot- 
tles You Stock the Best Made! You 
will believe this when you see how care- 
fully they are made. Your trade will 
believe it and show that they do, by 
purchasing. 

The Globe Line, consisting of Vacuum 
Service Sets, Vacuum Lunch Kits and 
“Sure-Grip” Vacuum Bottles, will meet 
every requirement of your customers. 
May we tell you about it? 


GLOBE VACUUM 


BOTTLE CO. 
Newfield, New Jersey 


The New Agitator Type ELECTRIC SPRAYIT, with 
outstanding features and performance unrivaled has 
opened new fields for sales and profits. The hardware 
trade is cashing-in on the remarkable record already 
established. Handled by leading jobbers. Backed up 
by continuous national advertising. Unusually attrac- 
tive discounts. Jobbers and dealers should write im- 
mediately for the 1929 Sprayit Sales Plan. 


ELECTRIC SPRAYIT CO., Inc. 
1201 E. Colfax Ave. South Bend, Ind. 
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MOST FAMILIAR TO USERS EVERYWHERE; 
HIGHEST IN THEIR ESTIMATION 
SELL READILY; 
YIELD THE DEALER PROFIT AND SATISFACTION 
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SAGINAW, MICHIGAN 
SEND FOR CATALOG THE [UFATN fpULE Ca. NEWYORK WINDSOR, CAN. 
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Michelangelo 
by Paul Bartlett 

















LEADERSHIP 


Again The Hoover Company ends the year the outstanding 
| . leader of its industry. For the loyalty and co-operation which 
have made this leadership possible, The Hoover Company 
wishes to thank its many dealers. And to each of them we want 


to say: ““May the year to come be one of prosperity for you!” 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners - The Hoover is also made in Canada, at Hamilton, Ontarie 
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Get the Customer’s Admiration 


a considerable part in the successful selling of 
electrical appliances, particularly table wares. 

The jump in price from the 
non-electrical equipment to the ie 


AS cimsiers or appreciation of your appliance is 





electrical appliance for the same 
purpose is a big one. Measure, 
if you will, the price of a good 
cold water percolator against the 
price of a coffee pot. 

Or measure the cost of equip- 
ment necessary for the laundry 
in the days when the good house- 





against a modernly equipped 





wife supplied all of the energy 
\ 


laundry for which the power 
house supplies the energy for the 
greater part of the work. 

Any woman who spends this 
increased amount of money 
wants something to show for it. 
She has always had in her mind | 





to the price of the appliance. Manufacturers were con- 
fronted with the fact that worthwhile appliances cannot 
be made cheaply. It is not, and never was, possible to 
manufacture a worthy electrical 
appliance that can compete in 


price with the _ non-electrical 
equipment. So design and beauty 
were added. 


The manufacturers have done 
a good job, but sometimes we 
14 doubt that the merchants have 
done as well’ as they should. 
Displaying percolators on a 
crowded counter, or in a formal 
wall case does not meet the 
situation. So we suggest: 

Give to each appliance—what- 
_ever its purpose—a display suit- 
able to its beauty of design and 








manufacture. 
Give to this merchandise the 
opportunity to be admired. One 





the thought that cheapness and i 
ugliness are associated closely 
and, as a corollary, that a high price should bring 
beauty. So, when she is asked to pay $100 to $150 for 
a washing machine or $6 to $25 for a coffee pot, she feels 
that she should get beauty as well as increased utility. 
From the beginning, appliance manufacturers have 
worked toward meeting this demand which is incidental 
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dealer we know reduced his stock 
of table appliance patterns by 
half but maintained the same display space and made 
more and better sales. 

Place every appliance in your stock so that it will 
catch the admiration of your customers, and watch your 
sales increase. Backgrounds similar to those in the 


homes are helpful. 
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ashion Pays 


An observing woman indicates to merchants what women like and 
what they expect in merchandise displays if they are 
to stop, look and buy 


By Lillian Cassels 





LERT merchandisers—progres- 
sive hardware and depart- 


ment stores, specialty shops, 


jewelers and some others—have learned that fashion 
pays. It pays dividends like General Motors Company. 
It is not kindness of heart, or desire to establish cus- 


tomer gratitude, or even the joy of achievement, 
that makes these stores spend money like water 
decorating the windows or sending employees in 
mad races over the face of the earth and back— 
just to be the first to show one twist of one 
fashion. It is because fashion pays. 

Some merchants are prone to forget this stirring 
note. Far too frequently, electrical exhibits and 
window displays are something their designers 
might have conceived ’way back when skirts were 
skirts and women wore ’em. (Not on the install- 
ment plan either.) These displays look stereo- 
typed, as though learned by heart like mathe- 
matical rules and observed as steadfastly. 

Though the builders hope to arrest and intrigue 
the audiences for whom they set their miniature 
stages, they seem to forget the point of sophistica- 
tion these audiences have reached. This sophisti- 
cation is due in large measure to the fact that 
other merchants, in their determination to get 
every possible dollar of the spenders’ money, have 
furnished today’s buyers with a liberal education 
in modern arts and fashions; have taught them 
to expect something new every minute. 

The modernistic ten- 
dency adopted widely in 
furnishing and decora- 


tion is the _ biggest 
fashion note x 
of the present. Wwe 


It partakes 
somewhat of 
the conceptions 
of those fu- 
turistic ar- 
tists who 
flourish in this 
century; some- 
what of a new 
school of archi- 
tecture forced 
into being by 





the upgrowth of the skyscraper, and 
somewhat of the results of efforts to 
make furnishings conform to to- 


day’s space-saving, speed-driven methods of living. 
Wherever it came from, whatever it looks like, however 
we like or do not like it—it is the fashion. And 
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Fashion Pays. 

That a modernistic setting may also 
be beautiful is being proved by those 
up-and-coming display men who have 
developed a new, exotic style note in 
backgrounds, display stands and color- 
ings. 

That it may easily be achieved by 
any small shop keeper is not so well 
known; yet this is true. Whether 
for a simple window trim or for an 
elaborate booth, the materials and de- 
signs of this fashionable modernistic 
stuff are almost absurdly simple. In 
fact simplicity of design is the key- 
note of the modernistic style; along 
with a bold use of color contrasts and 
harmonies which are as arresting as 
they are typical of today’s frank 
methods of living. 

Beaver board or paper covered 
screens as backgrounds lend themselves 
to the most striking color effects, which 
any man can copy from modernistic 
illustrations 
seen in maga- 
zines and ad- 
vertising copy. 
This copying 
may be carried 
out in paint, 
or in the new 
lacquer which 
applies like 
magic, or in 
paper or fabric 
or what have 
you? 

Black and 
white, with 
scarlet, ver- 
million, _ bril- 


























liant blue, or some other bold color added in a vase 
or jug or set of ornaments, which stand out the more 
prominently by reason of the absence of other color in 
the ensemble—this plan is capable of marvelous de- 
velopment and diversification. As a background 
against which to display electrical appliances, nothing 
is more fortunate. 

Two exhibits which use modernistic design in high 
perfection are illustrated here. One represents a liv- 
ing room, with spare furnishings whose lines are de- 
cidedly “ultra,” but most of which are easily achieved 
by a handy man with a few boards and pots of paint; 
with the modernistic lighting effects of pure white 
now so much the 
vogue, and with a 
few ornaments of 
the same _ school. 
It may not be 
amiss to again 
emphasize the rule 
that stands back 
of successful 
modernistic de- 
signs: simplicity, 
to the point of 
austerity. Surely 
it is easy to be 
plain. 

This living room 
was designed by 
Westchester Light- 
ing Company’s 
bureau of home 
lighting. Lt 
demonstrates that 
manufacturers of 
lighting fixtures 
and accessories are 
meeting fashion’s 
demands. The room appeared first at the Exposition 
of Women’s Arts and Industries held at Hotel Astor; 
later at the electric show at Grand Central Palace. 
This exhibit is one readily copied; either in whole or 
in part. Since its various effects are suitable for many 
display purposes. Its design is the work of Martin 
Jenner of Mt. Vernon, recently appointed director of 
the United States government exhibits at the Inter- 
national Exhibition to be held in Seville, Spain, in 
March, 1929. The lighting features were developed 
by Sarai Waugh and Elizabeth Todd, of the West- 
chester Lighting Company. 

This room has many features that can be used in an 
attention getting window or merchandising display. 
One of these features in a display would be sufficient 
or, if space permits, several can be used. The principle 
rather than the fact is here suggested. 

The triangles of light set into the ceiling at each 
corner are of sandblasted glass, behind which are 
amber bulbs. Walls and ceilings are painted cream 
color. The dark block seen near the ceiling at the top 
of a column near the fireplace is of gold, matching 
the seaming of half-inch gold molding on the walls. 

The window at the back is of green-blue glass, 
lighted from the back like brilliant moonlight. Across 


Electrical Goods Section 


HARDWARE AGE for JANUARY 3, 1929 ; 113 








this window curtains of celanese voile, shading from a 
light champagne to a deep gold, are drawn to a corner 
of the sill, where a triangular piece of alabaster marble 
acts as a hold-back. 

The gothic door on the right is hung with orange 
silk velvet. Torchieres at the sides of this door are 
of sand-blasted glass, held in wrought iron frames. 
Lighting here is clear white. 

The mantel has three ledges, one of champagne, one 
of beige, and one of gold, matching the shadings of the 
curtains on the window and the seaming of the walls. 

The back of the fireplace is painted reddish-orange. 
The triangles at top and sides of the fireplace are of 
black and gold 
Italian marble. 
The logs in the 
fireplace are imita- 
tion charred wood, 
back of which is 
imitation coal; a 
40 watt lamp gives 
sufficient heat, 
when meeting with 
the cold air, to 
cause a current 
which gives a flame 
appearance to the 
fire. The large 
triangle at the 
fireplace which 
protrudes into the 
room as a hearth 
is of reddish- 
orange- and 
magenta bricks. 

Floor covering 
is of two - tone 
beige and two-tone 
green with a black 
border. Smart floor coverings today have borders. 

The cat is of gray crdckled pottery. Table on the 
right is black with a silver edge. A red lacquer cigar 
box is on the table shelf while on the top is a silver 
book, a pewter box and an unusual brass lamp. 

Perhaps the most interesting feature of the room is 
the lighted table, on the left, near the fireplace, which 
consists of a disc of wrought iron on which rests twelve 
overlapping slabs, 18 inches high and 4 inches wide, of 
sand-blasted glass, which form the sides of the table; 
covered on the top with a circle of sand-blasted glass 
setting into the sides. A round piece of clear glass 
24 inches in diameter forms the top and protrudes 2 
inches beyond the sides of the table. The table holds 
a silver box and a cream colored vase of crackled pot- 
tery containing a silver lily. It is lighted on the inside 
by a 60 watt lamp. The idea of the artist in designing 
this table was to light up the beauty in the rug which 
never before has been done. This table does not 
generate heat. 

The other illustration represents a booth erected 
at the Electric Show by Rex Cole, Inc., distributor 
General Electric Refrigeratiors. This striking struc- 
ture soared 40 feet in the air, dominating the room and 


(Continued on page 125) 
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S a rule, hardware merchants 

A vie have not as yet handled 

radio, say: “We would like to 

take it on, but there’s too much grief 

and trouble in service calls for us to 
bother with it.” 2 

Such an alibi lacks confirmation, 
and is a poor excuse to offer, admit- 
ting inability to cope with a problem 
other merchants have solved. Dealers 
who were prepared to meet the radio 
demand this year “cashed in” on the 
best radio season in history. Radio 
is, without doubt, one of the most 
profitable and satisfactory lines that 
has been offered to hardware dealers 
in recent years. 

If properly handled, the radio ser- 
vice problem responds readily to in- 
telligent treatment, and offers little 
opportunity for complaint. The solu- 
tion lies in precautionary measures. 
A good motto for the service depart- 
ment would be: “An ounce of pre- 
vention is worth a pound of cure,” or 
“A s.itch in time saves nine.” 

The president of one of the lead- 
ing firms making electric sets re- 
cently stated that: “Improper in- 
stallation is responsible for 65 per 
cent of the service calls.” 

When you buy a new ear, it is 
tightened up, distributor points are 
set, tappets are adjusted, brakes are 
tried out, it is oiled and greased, 
tires are inflated, and water, gasoline 
and oil are supplied. Every detail is 
given careful attention and inspec- 
tion as a precaution against trouble. 
On the wiudshield you find a warn- 
ing not to drive the car over a stipu- 
lated rate of speed for the first 500 
miles. 

Then you are verbally instructed to 
bring the car in for minor adjust- 
ments and examination when you 
have driven 500 miles. A printed 
warranty in the instruction book 
clearly states the maker’s attitude on 
replacements and complaints. 

Just as elaborate precautions 
should be taken with radio installa- 
tions, though the service after that 
should be practically nil, especially 


_ If | Were a Hardware Merchant in a Small City, 
~I Would Reduce My Radio Service Calls to a 
Minimum, and This Is How! WouldGoAbout It | 


By J. M. Witten 





on electric sets. All nationally ad- 
vertised radio receivers, produced by 
reliable manufacturers, are carefully 
balanced and given rigid tests under 
actual receiving conditions at the 
factories. Unless they receive un- 
usually rough treatment in shipping, 
sets should not require further major 
adjustment. ’ 

When sets are received they should 
be unpacked with care and then in- 
spected for damage due to shipping. 
Next examine the wiring thoroughly. 
Any loose contacts should be tight- 
ened and broken connections re- 
soldered. Test and insert a set of 
tubes and check current supply to 
make sure current supply is of speci- 
fied voltage. Then hook up the set 
and give it a trial on the reception of 
both voice and music. Manufac- 
turers’ instructions and directions 
should be followed to the letter. They 
will generally be found simple and 
easily understood. 

Stores catering to rural patronage 
in districts where light current is 
not available for radio power sup- 
ply will have to rely on battery oper- 
ated sets. If the batteries are regu- 
larly tested, connections are kept 
tight and free from corrosion, they 
will be found to require infrequent 
attention otherwise. Dealers fortu- 
nate enough to be situated in cities, 
where A.C. current is available to all 
prospects, can reduce their service 
calls to a minimum. Careful installa- 
tion will stop the trouble at its 
source. 

Be sure your instructions on care 
and operation are understood. Take 
enough time to explain all details 
to the satisfaction of the user. Be 
frank in saying that static, or at- 
mospheric electrical disturbances, 
may become so pronounced at times 
as to make for poor reception. 

Make conservative claims for per- 
formance and avoid misleading state- 





ments. In some localities inductive 
interference will cause _ trouble. 
Leaky transformers, sparking, dirty 
brushes on motor commutators, X- 
ray apparatus, etc., often are the 
cause for such interference. Unless 
it can be corrected or eliminated at 
its origin, the set can’t tune it out. 

In these cases explain that radio 
is a sensitive “ear.” When you listen 
to an open air band concert, boys in 
the street may become boisterous; 
your ear catches all sound and you 
are unable to “tune-out” the objec- 
tionable yelling of the boys. Educate 
your radio purchasers to be reason- 
able in their expectations and to not 
demand the impossible. 

If the store does not cater to rural 
patronage, electric sets are, of 
course, preferred and offer fewer 
service responsibilities than battery 
sets. When A.C. sets are installed, 
it is of prime importance to accu- 
rately determine the exact voltage of 
the current supply in the house. If 
it is found necessary to insure a 
constant flow of current of prescribed 
voltage, a line voltage control should 
be installed. 

Where it is the intention to rely 
on a “radio-minded” boy for your 
service calls, see that he makes a 
study of the set handled, augment- 
ing his information with that of fac- 
tory representatives and by manu- 
facturer’s literature. 

As many sales can be “worked 
up” during service calls, don’t over- 
look an opportunity to cultivate 
salesmanship in the lad. On ser- 
vice calls to replace batteries, he 
can suggest your new electric set 
or extoll the advantages of a new 
loud speaker and other accessories. 

Under present conditions and com- 
petition, service must be offered by 
the successful radio dealer, but radio 
service should not be construed as a 
barrier to radio profits. It is a 
minor problem to overcome. Kitchen 
ranges, electric refrigerators, wash- 
ing machines, cream separators re- 
quire as much service. 
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They SAVE your TIME... 
They SPEED your SALES... 


BRIGHT STAR 
FLASHLIGHTS 





Priced to 
fit every 
purse 
1000-ft. Focusing 
—a 
$2.9 


Focusi 
Spotlight, #1.55 
General Utility 

$1.55 


Junior, $1.10 


We shall soon 
announce the 
most sensational 
plan ever devel- 
oped for mer- 
chandising No.6 
dry cells. 


Ask your jobber 
for advance in- 
formation. 


Chieago 


earry their share of f 
YOUR OVERHEAD. 


gene minute you can cut from 

the time required to sell any 
item in your stock is just so much 
clear saving in overhead. 


That is one reason why Bright 
Star Flashlights are so profitable 
... they come to you in colorful, 
attractive display cartons that bid 
for the customer’s attention ... 
and persuade him to buy! 

And whoever buys one Bright 
Star Flashlight in your store will 
come back to you when he needs 
another! 


ESE famous flashlights fairly 

bristle with sure-fire selling 
features ... Folding Loop Hanger, 
Twin Cushion Shock Absorber, 
Candlelight, Security Switch ... 
developed by Bright Star to sat- 
isfy your customers and build 
good-will for you. 


To show them is to sell them... 
they speed turnover . . . cut over- 
head . . . increase profits! 


1929 is going to be a profitable 
flashlight year for the retailer who 
stocks Bright Star ... get in touch 
with your jobber, or ask us for 
further information. 


BRIGHT STAR BATTERY CO. 


HOBOKEN, N. J. 


San Franciseo 








*“*TWENTY YEARS BUILDING THE QUALITY LINE’’ 
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Don’t fail to tune in every Tuesday 
night, 10.30 P. M. Eastern Standard 
Time, on the Freshman Freed- 
Eisemann Orchestradians—the 
largest dance orchestra ever put 
regularly on the air. In a coast-to- 
coast hook-up through WJZ and 
Associated N. B. C. Stations. Spon- 
sored by the Freshman and Freed- 
Eisemann Divisions of the Chas. 
Freshman Co., Ine.—and by 
Freshman and Freed-Eisemann 
dealers everywhere. 
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FRESH MAN 


OUR ULTIMATE RADIO 
aaa ee a HEN we announced the merger of the Freshman and 





Freed-Eisemann organizations, we promised Freshman 

and Freed-Eisemann dealers some really great things in 

the way of co-operation during 1929. 
The first step in our comprehensive campaign of dealer co-opera- 
tion will be the presentation of a radio broadcasting program 
which far excels anything of its kind yet offered the public. 
Beginning New Year’s Day, the Freshman Freed-Eisemann 
Orchestradians, the largest dance orchestra ever put regularly 
on the air, will broadcast weekly throughout the year. The 
Orchestradians will be supported by vocalists of national reputa- 
tion and in addition will offer many delightful musical novelties. 
Every Tuesday evening, at 10.30 Eastern Standard Time, the 
Orchestradians will be heard over WJZ, New York, and Associated 
National Broadcasting Company Stations, in a hook-up extending 
from coast to coast. 
These programs will be sponsored alternately by the Freshman and 
the Freed-Eisemann Divisions of the Charles Freshman Co., Ine. 
This broadcasting by the Orchestradians is only the first step 
toward making 1929 the biggest year in radio history for Fresh- 
man and Freed-Eisemann dealers. 
When you listen to the Orchestradians remember it is your pro- 

gram, broadcast to bring new customers and 

prospects into your store. 


CHAS. FRESHMAN CO.. INC. 


FREED-EISEMANN RADIO CORPORATION 


BROOKLYN, N.- Y. 
> FISEMANN« | Pes 
RADIO 4 : 
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Night view of the model farm home at Mundelein, IIl. 





The light and power companies have assumed that the 
farmer is interested in the best and most modern equipment and the campaign has been a merchandising success 


Keeping Up with the Farmers 


MERICAN organizing genius 
A has succeeded in changing the 
tide of farm economics from 
ebb to flow stage while the farmer’s 
self-appointed saviours in Washing- 
ton are giving a revival of the well 
known playlet, “The Tower of Ba- 
bel.” As a result of this construc- 
tive work on the part of American 
business, the farmer has already 
come into the market as a buyer of 
manufactured goods that aid him in 
his farm work or make his home 
more comfortable. 

According to the belief of those 
in position to best read the future of 
farm economics, a high tide of buy- 
ing will come when the politicians 
drop the Tower of Babel skit and 
talk the language of one bill and ex- 
tend to the farm industry the needed 
marketing help. : 

The fact that the farmer is now 
in the market is declared by Senator 
Capper of Kansas, who contributes 
to a recent issue of Printer’s Ink the 
thought that the farmer is soon to 
become the basis of the greatest mer- 
chandising movement the world has 
ever known. He assigns two rea- 
sons: 

First, he says, helpful legislation 
is assured from the Hoover adminis- 
tration, if it does not come out of 
the short session of Congress. The 
benefits will come in the way of im- 
proved facilities for marketing, 
which, of course, is the weak link in 
the agricultural business, just as 
distribution is the weak link in 
manufacturing. 

Then, to quote Senator Capper: 

“The second consideration is that 


the farmer himself is today in a bet- 
ter condition financially than he has 
been for many years. His scale of 
living has risen along with that in 
the urban centers. His buying 
power has increased and will con- 
tinue to grow. Moreover, he is ad- 
vertisingly alive. In this situation 
and in view of what Congress will 
unquestionably do, he now offers to 
manufacturers the greatest opportu- 
nity for intensive cultivation of sala- 
bility for advertised goods that has 
been seen in all the history of mer- 
chandising.” 

Senator Capper is supported in 
this declaration by Secretary of the 
Treasury Mellon, who says in his re- 
cently issued report: “Agriculture 
has made substantial gains. The av- 
erage prices received by the farmers 
during the fiscal year increased about 
7 per cent, while there was a slight 
decrease paid by farmers for their 
purchases.” 

For some time in hardware trade 
circles it has been noted that with 





Electric kitchens 
are making propor- 
tionately greater 
progress on farms 
than in cities. 
There are no 
handy restaurants 





exception of certain communities, the 
farm trade has been on the upgrade. 
Doubtless this comes from better 
organization for the selling of farm 
products and from more reliable 
crops. In the latter branch of the 
farming industry, the government 
has been of great assistance, a story 
that is graphically told in the recent 
book “Hunger Fighters,” which re- 
lates the personal stories of the men 
who found wheat that produces crops 


-regardless of dry summers and early 


frosts, and others who found means 
of saving corn and cattle from disease 
plagues. 

In doing these things, the govern- 
ment leadership has, in part, created 
the situation of surplus production 
which has recently plagued ll 
farmers instead of in spots—as was 
the case with nature’s tiny plagues. 
Efficient farming—like efficient 
manufacturing—has problems all of 
its own. 

Senator Capper, in his article, tells 
of a dinner given to ten “master 
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Day view of the electrically operated farm that has drawn thousands of visitors and has interested farmers in la- 
bor-saving and home comfort appliances and equipment. It is open to merchants who wish to study the equipment 


Is the Merchant’s Big Job 


farmers.” By this, we presume that 
he means ten farmers who have 
learned how to market as well as 
grow crops. As an indication of 
what the market is to be, once the 
farmer is placed on an efficient basis 
as.to both crop raising and selling, 
Senator Capper describes rather in 
detail the merchandise these farmers 
have bought for their workshops and 
homes (we omit the strictly field 
equipment), and we quote him: 
“Eight of these men have tractors, 
three have more than one; one man 
has three tractors. Every man has 
at least one automobile; six men 
have two each; one man has three. 
Every man has electricity on his 
farm, either from a power line or 
a farm electric plant. Electrically 
operated equipment that saves con- 
siderable time and labor includes 
cream separators, lighting systems, 
grindstones, drills, feed grinders, po- 
tato graders, pumps and portable mo- 





Electrical Goods Section 


tors to handle numerous other jobs 
from elevating grain to helping with 
repair jobs in the farm show. One 
man contemplates installing electric 
equipment throughout in his grain 
elevator on the farm. 

“All of these men have comfortable 
and convenient homes; nine have 
regular ice supplies; ten have radios, 
electric lights, water systems, com- 
plete sewage disposal systems and 
heating plants other than the com- 
mon stove. These heating plants in- 
clude coal furnaces, oil burners and 
electric heaters. Electrically oper- 
ated equipment found in these ten 
homes include refrigerators, washing 
machines, electric irons, water sys- 
tems, vacuum cleaners, sewing ma- 
chines, electric fans, electric toasters, 
waffle irons, floor waxers, and you 
may be sure these items are classed 
by their owners as labor savers and 
home comforts.” 

Granted that these ten farmers 





Workshop in_ the 
electrical farm 
equipment. In this 
shop the farmer 
can service his 
equipment and do 
much incidental 
work 


are unusual and that, as a group, they 
are not customers of any one store, 
but the fact that these ten farmers 
have these things now, means that 
many more farmers will have them 
next year and still more the next. 

It means that in every community 
farmers are buying this merchandise 
in increasing quantities and the mer- 
chant who wishes to hold his farmer 
trade in housefurnishing and shop 
equipment lines must be able to sup- 
ply these things or the farmer will 
go elsewhere to buy them and that 
will mean that he will soon be buying 
all of his needs from the merchant 
who sells him these newer items. 

One of the easiest things a mer- 
chant can do is to lag behind his 
customers and get out of date. Every 
community has exhibits of merchants 
failing because they have not kept 
pace with their customers. 

An interesting corroboration of 
Senator Capper’s view of farming 
purchases when efficient marketing 
brings buying power to those who 
know how to raise good crops, is sup- 
plied by many light and power com- 
panies. This experience is much like 
that of the North Dakota automobile 
dealer of a few years back. This 
dealer had been in business only a 
short time and did not know the mar- 
ket went dead in the winter. 

So when he received a wire that 
the manufacturer was shipping ten 
cars to him, he got busy and sold 
them and wired an order for ten 
more. This brought a factory sales- 
man to see him. When the situation 
was explained, the dealer said: 

(Continued on page 129) 
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Comfort and Beauty as Sales Aids 





Not only do these comfortable, beautiful surroundings aid in closing cleaner sales, but they show much other 
merchandise to customers in the best of display conditions 


HE beneficial effect of a beau- 

tiful, home-like sales setting 
upon customer and sales-per- 

son alike is an interesting study in 
the Clark Hardware Co., Jamestown, 
N. Y. It becomes a part of the sell- 
ing of electric cleaners, the subject 
of this story, although when this 
‘series of miniature rooms was built 
there was no thought of cleaners. 
The rooms were planned for light- 
ing fixtures. They are well (not ex- 
pensively) built, tastefully decorated 
and wonderfully lighted. It has been 
found that the introduction of the 
sewing machine, cleaner, china, elec- 
tric appliances and similar merchan- 
dise into the display has not only 
increased their general value as sales 
demonstration booths but that each 


Miniature rooms, planned 
to show lighting equip- 
ment, prove their useful- 
ness in stimulating sales 
in many household lines. 


item so shown arouses a keener de- 
sire for ownership on the part of the 
shopper. Cleaner salesmen, in these 
surroundings, bring to a successful 
issue an increased percentage of dem- 
onstrations despite the fact that their 
prospect at the same time becomes a 
prospect for other beautiful articles. 

The electric cleaner salesmen who 
use these booths at the Clark store 
dig up approximately 45 per cent of 
the yearly volume by canvassing. 


Thirty per cent comes from contact- 
ing with users, when the salesmen 
on periodic inspections and friendly 
call-backs are given the names of 
friends to whom users have shown 
and recommended the cleaner. Twen- 
ty-five per cent is the result of ap- 
pointments made directly in the store 
itself. These figures provide an in- 
teresting picture of healthy operation 
when viewed closely. 

George B. Pitts, in his position as 
president of the company, is enabled 
to observe from a distance, so to 
speak, the various operations in the 
process of sale-making and to single 
out the more important factors as 
they pass in review before him. He 
says: 

“The 


foremost requirement in 



































WATCH! The new 
Holmes Eleetriec Re- 
frigerator will soon be 
announced in this pub- 
lication. Operating on 
the most efficient en- 
gineering principle 
known, simplified,re- 
fined, tested, proved, 
its mission is to put 
home refrigeration on 
a higher plane of reli- 
ability and economy. 


Holmes Products, inc. 
2 W. 46th Street 
New York 
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building volume on cleaners is, of 
course, having a man or men of char- 
acter for the work—quality men for 
a quality product. The need for 
such men is evident since they take 
not only the merchandise to the field, 
there to present it properly and con- 
vincingly, but also to take with them, 
in their capacities as outside repre- 
sentatives, a store’s reputation, its 
ideals and its hopes for further 
growth. 

“The store itself is largely respon- 
sible for shaping the character of 
the men and imparting to them its 
broader viewpoint. Friendly, inter- 
ested supervision of their efforts and 
support through properly directed 
promotional work, such as window 
displays, newspaper and other adver- 
tising, are necessary. 

“How men can enter into the spir- 
it of cooperation is shown, aside 
from the production of good volume, 
by the fact that one of ours (we op- 
erate on the manufacturer’s resale 
plan), knowing how advantageous it 
is to both customer and store to do 
business on a cash basis when possi- 
ble, brings in about 50 per cent of 
his sales as cash or charged to regu- 
lar accounts. In fact, our year’s 
sales average nearly $20 as the down 
payment, despite our advertising the 
cleaner at $6.25 down regularly and 
during special campaigns as low as 
$2.25 down.” 

Jamestown housewives are given 
no chance to forget that there is such 
an appliance as the electric cleaner, 
or that the Clark Hardware Co. sells 
it. Since the cleaner is an article 
of year ’round utility and since the 
men’s selling effort is continuous, the 
publicity is likewise constant. 

The cleaner is displayed in the 
windows at least one week of each 
month. Newspaper advertising, too, 
does its willing share of the work, 
with space used weekly and extra ad- 
vertisements run as occasions war- 
rant—at times when reduced down- 
payment campaigns are in progress 
and at the holidays. 

A showing is made on poster 
boards between Nov. 15 and Dec. 15. 
Folders, to tie-in with the poster ad- 
vertising, are enclosed with state- 
ments on Dec. 1 and with packages 
during the pre-holiday season. 

Special down-payment campaigns 
are conducted during the spring 
house-cleaning period and during 
July-August (which now no longer, 
but once was the low season in 





sales), the cleaner then being of- 
fered at $2.25 down. Broadsides, to 
supplement extra newspaper space, 
are distributed house to house in 
this connection. The observation 
was made that the chief value of 
broadsides lies not in producing buy- 
ers who take advantage of the easy 
terms, but in renewing latent inter- 
est in old prospects who have already 
had demonstrations—evidenced in 
one way by the phone calls received 
& 
OMPETITION, today, is 
not so much between 
merchants as between the 
many articles offered to the 
consumer for the money left 
after the necessary living ex- 
penses. 

It may be that the pur- 
chase of the cleaner requires 
curtailing of the amusement 
program, or doing without a 
new coat, or putting off trad- 
ing in the old car, or perhaps 
some other appliance sold by 
the dealer is involved. 

The inquiry represents 
the item uppermost in the 
prospect’s mind and_ the 
salesman needs every pos- 
sible aid to closing the sale 
before some other salesman 
gets the money. 


© 


at such times by the salesmen indi- 
vidually and by the store, asking for 
deliveries. 

The store demonstration facilities 
actually promote sales. The elec- 
trical department is on the second 
floor but, in addition, a main floor 
location, available at any time, is 
used on Saturday afternoons and eve- 
nings when the steady flow of store 
traffic justifies manning it. Here, a 
goodly number of leads are secured. 

If a seemingly “hot” lead develops 
on the main floor, the prospect’s in- 
terest is given no chance to cool off 
before a very personal sense of need 
is created, even if it is late on Sat- 
urday night. Prospect and salesman 
desert the crowded; bustling down- 
stairs, with its necessarily small bit 
of carpeting (on the demonstration 
table) and hie themselves to the elec- 
trical department where, in approxi- 
mate home surroundings, a demon- 
stration can be given on a full room- 
size rug. 


The prospect, seated, can here ob- 
serve, just as at home, how suction 
lifts even the heavy central portion 
of the large rug up against the clean- 
er nozzle, can see and feel how the 
agitator vibrates the dirt out of the 
depth of the nap. A demonstration 
here becomes more personal to the 
prospect and she more readily grants 
an appointment for a demonstration 
in her own home. 

The rate of closes to demonstra- 
tions arranged at this location prove 
the exceptional worth of the facili- 
ties. An added advantage is that the 
prospect while in these demonstra- 
tion rooms gets new insight into the 
household lines sold in the store. 
These visits often result in inquiries 
for other special lines, including 
especially the lamps.. 

The outside work—canvassing and 
calling on users—is the backbone of 
the sales activity, and the monthly 
volume is largely in proportion to 
the extent and efficiency to which it 
is done. Of course, demonstrations 
are given to any one interested even 
if the salesman does not think they 
can buy at the time. The aim is to 
make every household aware of the 
cleaner’s merit—there is no telling 
about other people’s finances, no tell- 
ing when a mere prospect may devel- 
op into a buyer, as so often shown 
during the reduced payment cam- 
paigns. 

Future volume, as well as present, 
is therefore dependent upon the 
maintenance of the demonstrating 
activity. Sales to demonstrations 
have been running about 1 to 3, 
though at times rising to a sale to 
every other demonstration. 

A great number of relatively small 
things down at the Clark Hardware 
Co. build up cumulative strength. 
For instance, a recent housewares 
window showed kitchen cabinets, 
cooking utensils and electric clean- 
ers. It was a neat arrangement of 
a not unusual combination of mer- 
chandise, nothing startling, yet many 
people stopped to look at it on the 
particular evening it was observed. 
Here is a small side-light on that 
display, which lifted it above like 
displays which one often sees (in- 
quiry next day showed that similar 
detailed attention is paid to every 
display, no matter what is shown}— 
a clock hung onto the background as 
an extra item was set to and running 
on right time. The sum total of de- 
tails make this success. 
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Here comes an Interior 
Decorator 


color she wants in her well dressed home. 






HE looks the part—and ten seconds’ 





talking will tell you how much interior 
decoration means to her. 
She knows what’s new in draperies and 
in furniture. 
And the Nilco Decorative Lamps you show 
her have exactly the beautiful form and 


Place a couple on the counter while you 
get what she came to buy. Just ask the 
simple question, “Have you tried these 
new decorative lamps?” 

And no more selling than this—is 
necessary. ; 




















Jobbers Everywhere Carry Nilcos 
Ask About the Splendid Dealer-Deal 






Nilco Lamp 
Works. Inc. 
Emporium, Pa. 


the rest of i’ 


I'd like to get 
story — prices and 
literature about 
Nileo Lamps. 







NILCO LAMP WORKS, INC. 
EMPORIUM, PENNSYLVANIA 
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Beauty Is a Good Salesman 


Attractive and Generously Spaced Displays Serve the Same Purpose as Sending 
Salesmen to Home to Interest Women? 


EAUTY is an efficient and eco- 
Bence salesman. Beauty in 

your windows and floor display 
brings people, especially women, into 
your store under the best possible 
conditions for making a sale. Beauty 
is especially desirable in the sale of 
such merchandise as electrical house- 
hold equipment, which is, in the 
main, bought by women who have 
beautiful homes. 

Such is the opinion of Lewis Cole- 
man of Coleman Bros., whose store 
is at 944 Hamilton Street, Allen- 
town, Pa. Mr. Coleman, head of the 
firm, has seen the business grow 
from a tiny, back-street shop, to an 
outstanding establishment. He has 
put into the new store service ideas 
and merchandising plans that came 
from years in the game. 

“In the first place, electrical mer- 
chandise is rather costly,” said Mr. 
Coleman, “and in order to dispose of 
your wares to people who ean afford 
what you have to sell, you must ap- 
peal to them in a way that lends the 
proper atmosphere. Imagine a $150 
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electric washer shoved into a dusty 
window, with no trimmings, and a 
lot of miscellaneous material scat- 
tered about with no sense of propor- 
tion. That washer will not look 
$150 worth. 

“Unless there is decided drawing 
power in a window display for the 
woman who is able to afford a high- 
priced piece of electrical mechanism, 
it is a wasted effort. It is necessary 
to bring your store up to her level, 
or your display becomes cheap. 
Since there is no use trying to in- 
terest a woman who,cannot afford 
such devices, it is a waste of time to 
do other than give your window an 
elegant, tasteful setting. 

“When we modernized our store, 
we immediately discovered how true 
this was. 

“We spent some money to put 
across a real selling window—and 
got it back twenty-fold in increased 
business. Hardware merchants will 
find it wise to invest a few dollars 
in suitable trimmings for the fine 
goods they are showing the public. 


PR de) EROS Pd 


A good frame is worth a great deal 
to a picture, you know. 

“A carpenter built us a neat lat- 
tice-work, which, when painted and 
draped with artificial flowers, formed 
a neat background. There was an 
opening, like a garden gate, in which 
we placed an electric washer of white 
enamel on a raised platform. It was 
sharply etched against the dark store 
background. On one side, we placed 
a fine radio console, and a smaller 
set of the same make directly in 
front of it. In the other corner, we 
showed an electric refrigerator. Two 
makes of vacuum cleaners filled in 
nicely againgt the framework of the 
background. In the center front, we 
took opportunity to show electrical 
housewares. 

“A quantity of red plush, that can 
be used over and over, was crinkled 
over the floor, affording a gorgeous 
color contrast to the metal of which 
most of the larger electrical appli- 
ances are built. An overhead bat- 
tery of lights, from the top front of 
the window, and focussed within the 





This window display, says Mr. Coleman, drew into the store enough prospects to pay the rent. Note that 
each article of merchandise has sufficient space to be seen clearly 
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A salesroom like this can hardly fail to impress the woman who enters it. 
of decoration and arrangement in it. 


Merchandise is displayed in space 





There is something of the newer plan 
enough to permit it to be seen. Appli- 


ance parts and other necessary purchase articles are at the rear so the customer will walk past the complete dis- 


area of the display, brought every 
detail into view with attractive 
sharpness. ; 

“What follows when a customer is 
attracted inside by a good window? 

“Does she see an overstuffed store, 
or is it just as pleasing to her eye as 
the window outside? 

“There was a time when necessity 
brought most of the customers to a 
store, but now you have to ejther 
bring them in. and talk electric re- 
frigeration and washers, or employ 
a force of salesmen to talk to them in 
their homes. 

“Salesmen are fine, but the per- 
centage of sales that can be made in 
the store pays the rent. Overcrowd- 
ing is no longer sales-appealing. The 
size of the larger articles we sell 
makes it important and worthwhile 
that each be given proper floor space 
so that it can be effectively demon- 
strated; and shows to the best ad- 
vantage. 

“We have gone in strongly for the 
artcrafted walls. We feel that we 
must keep up with our customers in 
the point of settings for our appli- 
ances. Our walls and ceilings have 
the latest decorative treatment. It 
adds a color note that has heretofore 
been more or less disregarded, but 


Electrical Goods Section 


play of other merchandise 


which adds wonderfully to the sell- 
ing-power of the establishment. 

“All electrical accessories, such as 
radio parts, parts for wiring work, 
bulbs, etc., have been moved to the 
rear of the store. We used to have 
this department in the front and our 
larger pieces into the background un- 
til we discovered that the latter were 
our largest source of income, and 
therefore most important. 

“Now, when a prospective buyer 
enters, she finds a pretty open room, 
on one side of which are several 
models of electrical refrigerators. 
On the other are a few models of 
electric washers. A table here and 
a table there contain electric table- 
ware, such as toasters, coffee urns, 
etc. There is absolutely no crowd- 
ing. The customer feels the atmos- 
phere of high class goods.” 


* * * 


Fashion Pays 


(Continued from page 113) 


calling forth astonished admiration 
by the daring of its conception and 
the sheer beauty of its execution. It 
represents a _ skyscraper, holding 
aloft a glistening refrigerator, the 
lower level forming a display floor 
for the full line of refrigerators. 





This structure was built of lamin- 
ated wood, covered with panels of 


plymetal. The refrigerator at the 
top was an actual one. This, and the 
entire white part of the structure, 
were covered with theatrical ‘‘glit- 
ter” so that an effect of iciness is 
given. The white surfaces were 
first painted in varnish gloss effect, 
then dressed with the “glitter.” The 
black and white contrasts are aston- 
ishingly effective. This same pro- 
cess is adaptable to both elaborate 
and simple displays. 

The outer wall surrounding the 
display floor, with the exception of 
open spaces left for entrances is of 
wood, painted deaa black outside 
and yellow inside. 

The floor is one of the striking 
points in this booth: being made of 
squares of plate glass laid over imi- 
tation black patent leather. This 
gave an effect of glossy depth which 
made each refrigerator stand out 
like a diamond against black velvet. 

The women everywhere are chal- 
lenging the merchants everywhere to 
show to them the merchandise they 
are expected to buy in these set- 
tings of newer beauty. The mer- 
chant who does so will find that 
Fashion Pays. 
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EDITORIAL PAGE 


It Is 1929 


\ N THEN one year ends, another begins. There 
was a time when one year was just a repetition 
of the year before. The work we did, the food 
we ate, the clothes we wore were much like those of 
the previous year. Now it is different. One year we 
have battery radios, the next year all-electric. Next 
year (or even this year) it may that television will 
come into our homes. Living and business change 
rapidly. Thousands of families that cooked by coal or 
gas last year will be cooking with electricity this year. 
The merchant who expects to serve his community in 
1929 with the same stock that served them in 1928 
is mistaken. 





This is a new year. What is new in your store? 
Some of your customers are looking for the newest 
things. 


Naturalness of Display 


ERELY placing appliances in a show window 
M or on the counter or table is not doing the 

job. The customer, in order to appreciate 
their beauty, must be able to see them in at least a 
suggestion of the surroundings of their future use. 
Too many articles in a display makes for confusion. 
Ample space and clean, tasteful surroundings are help- 
ful to customer imagination. A well set table is al- 
ways attractive to a woman. Try such a display. 





Electricity is doing for the home merely what 
machinery has done for the shop and the farm. 
This is a mechanical age. ; 





About Heaters 


HIS is the season when heaters are a rather 
steady article of sale. Have you looked over 
your stock as critically as you would a good tool? 

Is the workmanship good? Are guard wires well 
placed to keep clothing away from the element? Are 
they strong enough to give protection? Are the fric- 
tion joints substantial? The merchant should remem- 
ber that heaters are often used as health guards and 
that a low quality heater has possibilities as a danger 


factor. 





You cannot get by in 1929 on your 1928 specifica- 
tions. Have you decided on your new model? 





Better Merchandise 


USINESS leaders are expressing the opinion that 
B the tide is turning and, generally speaking, 
people have learned that price should not be 
the basis of buying and that quality merchandise, 
reasonably priced, is coming into favor. This is a 





reasonable development. Price as a reason for selling 
has been carried to the extreme. Large chains of 
stores have been organized to exploit merchandise on a 
price basis. Too low a price is seldom real economy. 
No manufacturer has yet succeeded in making an article 
so poor and so cheap, that some one has not been able 
to make a poorer and cheaper one. Uneconomical prac- 
tices eventually kill themselves. A return to sane price 
buying will help the individual merchant and we be- 
lieve that this new order is being established. 





Some merchants who have automobiles for per- 
sonal use are running their stores on a horse drawn 
basis. 


The Point of View 


LIVE, young manufacturers’ salesman was lunch- 
A ing with a retail merchant. The luncheon had 
not been planned. It was a happen so. Both 
men are regarded as successful and rightly so. The 
merchant is much the older. In the course of the conr 
versation the merchant spoke rather lightly of a new 
design of appliance that had been shown him a few 
days previously. The salesman expressed surprise. 
“You used to buy new things from me, why not show 
an interest in this appliance. I certainly wish we had 
it to sell. It is the most interesting item I have seen 
in a long while. “It is more than interesting that the 
younger man of the two did not fear the new article, 
although the competition it would give him meant more 
to him than to the dealer. He frankly approved of 
the new design and process and wished that he was a 
part of it. We hope the dealer took this competitor’s 
view and stocked this appliance.” 





There were new things in the electrical line 
last year and there will be new things this year. 
Show them to your customers. 





Mistaken Argument 


NE argument advanced to us the other day by 
QO an electrical merchant as a defense for selling 

sub-standard appliances does not register. He 
said that he sold a toaster which is considered danger- 
ous and which is certain to cause short circuits sooner 
or later, or perhaps a fire, because “there are people 
who cannot afford high priced toasters but who have a 
right to good toast.” We cannot see that argument. 
Simply because a person is poor, is no reason to impose 
danger of personal injury and fire on him. He cannot 
afford such things and should be especially guarded 
against such complications. 





Your -electric light and power company wants 
more people to use good appliances. Start the new 
year by offering to help them with that objective. 
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Distinctly | Ww! yp 


RAY-01-VAC Rotomatie Searchlight 


in beautiful 
erackle colors! 


Here!...the new flashlight merchan- 
dising appeal you have wanted. The 
new Ray-O-Vac Rotomatic Search- 
light—now in beautiful crackle colors. 
But more than beauty— 



























































Look at the switch ... the famous 
Rotomatic Switch — that makes Ray- 
O-Vac Rotomatic such an intriguing 
searchlight buy for your customers! 
There never was another flashlight 
switch like it! 


Nine times in ten the life of a flash- 
light is measured by the life of its 
switch. The Rotomatic Switch is built 
for lifetime service! 


This switch rotates — lights only 
when wanted —and locks automati- 
cally! No chance of lighting when not 
in use with this “safety” Rotomatic. 


Unlike other flashlight switches, 
the Rotomatic is a separate, removable 
unit — fitted snugly into the flashlight 
case — and insulated with Bakelite! 


Strong national advertising is 
.spreading the news of this unique 
Ray-O-Vac Rotomatic Searchlight— 
now more appealing than ever in its 
handsome new case. Three beautiful 
combinations — rich black crackled 
over a glowing red, green or orange. 


Entirely unique and distinctive—a 
new “interest-catcher” that will make 
a profitable addition to your line! 
Order from your jobber now while 
it’s new! 


FRENCH BATTERY COMPANY 
Factory: Madison, Wisconsin 
Sales Office: 30 N. Michigan Ave., Chicago, Ill. 
Branches: Minneapolis, Kansas City, Atlanta, 
Chicago, New York, Los Angeles 


Also makers of Ray-O-Vac “A”, “B” and “C” 
Radio Batteries, Ray-O-Vac Flashlight Batteries, 
Ray-O-Vac Telephone Batteries and 
Ra Vac Ignition Batteries 





Assorted styles—focused light or 
widely diffused light, two-cell size 
as shown, also in three-cell size— 
an intriguing display in this con- 
venient Counter Assortment Case! 





Electrical Goods Section 
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New Goods to 


New Model Automatic 


| Model 22 Automatic is said to be the 
first washer equipped with the duo- 
dise or invertible agitator, which com- 
bines two well known washing prin- 
ciples and can be adjusted to the kind 
of washing the housewife is called 
upon to do. This new model is espe- 
cially designed for pressed steel, only 


Another Exerciser 





The Master Exerciser is supplied | 
with screw bracket, clamping bracket 
or as a complete stand as shown in | 
illustration. It is substantially made 
and with handgrips and other acces- 
sories supplies facilities for any form 
of exercise these machine are adapted 
to. Master Electric Co., Dayton, Ohio. 


eight small grey iron castings are used. 
One Pound Irons in Colors Stopping and starting are controlled 

| by a pedal near the bottom of a leg of | 
the machine. There are other new fea- | 
tures. It is of good appearance and | 
finished up to Automatic standards. | 
| Automatic Electric Washer Co., Inc., 
Newton, Iowa. 





A Very Different Cleaner 


This cleaner is radical in design, to 
: : | a considerable extent it is other end 

These new Gold Seal one pound irons | yp, in that the motor forms the handle. 
are made with handles and cords to| [t is made by the United Electric 
match in delft blue, Chinese yellow, | Cleaner Co.,-Canton Ohio, makers of | 
jade green and mandarin red. The/ the Ohio Cleaner and the Tuec In- 
colors are baked in to withstand the | stalled System. The new cleaner is 
heat of the iron and remain bright, ; 
forming a color contrast with the 
nickel shell or black shell in case of 
the red cords and handles. The bright 
colored irons and attractive cartons 
make colorful window displays. Gold 
Seal Electrical Co. of Ohio, 250 Park 
Ave., New York City. 














Handy Extension Cord 


This exten- 
sion cord has 
floor-type out- 
let which sets 
flat on the floor 
and makes a 
neat .installa- 
tion. The un- 
breakable _Bel- 
den soft rubber 
plug is a part of this equipment. Belden 
Mfg. Co., 2300 South Western Ave., 
Chicago, IIl. 





| called the Tuec Sanitor and is recom- 
mended for many uses, such as clean- 
ing bare floors, carpets, composition 
floors, cleaning under furniture, up- 

| holstery, moth proofing and spraying. 








9 


Sell 


Window Floodlight 





The Chromilite Window Floodlight 
is designed to supplement regular win- 
dow lighting. It is especially designed 


| for colored light and a film holder and 


four geletin films, red, blue, amber and 
green are available; the reflector is 


| sheet brass, chromium plated. West- 


inghouse Electric & Mfg. Co., East 
Pittsburg, Pa. 


Plural Plugs 





The Hemco line of plural plugs is 
being extended to cover tastes and 
uses. Two new numbers represent im- 
proved dual and triple outlets listed 
for retail at 50 cents and $1. The dual 
type fits closely to wall if used in base- 
board outlet. Shades can be used on 
one or all of branches of triple. Bryant 
Electric Co., Bridgeport, Conn. 





New Type of Heater 





| Both design and heating element in 
this heater are new. The element is 
the Globar and you note it is in the 
form of a rod across the heater. The 
heater is 660 watt type, is 12 inches 
high, 7% deep and 14 wide, and top 
can be tilted. The Carborundum Co., 
Niagara Falls, N. Y. List price $10. 
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Keeping Up with the Farmers Is Merchant’s Big Job 


(Continued from page 119) 


“Why, I didn’t know you couldn’t sell cars in winter, 
so I went out and sold them. Next time I will merely 
warehouse them until spring.” 

The light and power companies had always done busi- 
ness in cities and larger towns and three or four years 
ago when the towns were mostly wired they looked 
about for new fields and decided to carry their lines 
out into the country. Not being well acquainted with 
the farmers, they did not know the farmer was not 
buying, or that he “does not like new fangled things,” 
as his regular suppliers often say, so they just sold him 
electric energy to be used for light, power, housekeep- 
ing and feeding help. 


Of course, they did not sell all farmers but they have: 


sold a good many of those whose farms are near cities 
and who have better facilities for marketing than the 
more rural farmer. In the last four years rural line 
extensions have made amazing progress. 

Already the light and power men are calling for help 
in merchandising equipment to farmers who are tap- 
ping the power lines. 

Electric current is a most useless purchase unless the 
buyer has equipment with which to make it function. 
By the time the current reaches the farm house it costs 
too much if used only for light—as in many town 
homes. Quite naturally the price goes up in ratio with 
the expense necessary to deliver the current. 


The light and power men well know this fact and 
have taken great pains to provide equipment for the 
first farm-current customers in each community, but 
they cannot afford to keep on doing this. Already re- 
ports made to the National Electric Light Association 
by local companies say, in effect, ““We could make better 
progress in rural extensions if we could get proper aid 
in merchandising the necessary equipment.” 

The light and power companies, in connection with 
national and state agricultural departments, have spent 
many thousands of dollars in experiments to develop 
the best sort of equipment. Dotted throughout the 
country are experimental farms using equipment and 
appliances supplied by light and power companies and 
manufacturers. A hardware merchant, who was some- 
what skeptical of farmers buying household equipment, 
visited one of these farms. After he had examined the 
numerous cleaning and cooking appliances, he said to 
the housewife: 

“As I understand it, these new fangled things are 
loaned to you. What will you do when they send a 
truck to take them away?” She replied spiritedly: 

“If ever these things are loaded on a truck to leave 
this farm, I go with the truck.” 

One of the notable of these experimental farms is 
that of the Public Service Company of Northern Illinois 
at Mundelein, Ill. The photographs on these pages 











Insulated Flexible Cords 
Silk — Cotton — Asbestos 


for 
LIGHTING FIXTURES 
PORTABLES 
APPLIANCES 
RADIO 
AUTOMOTIVE 


HATEX 
““Service Cords” 


HATFIELD RUBBER WORKS, Inc. 
HILLSIDE, N. J. 








Confidence in SPhampion, 


Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 





140 Maple St., DanVers 


“Licensed under the General Elec- 
tric Company's Incandescent Lamp 
Patents.” 











Electrical Goods Section 











OU can do a big-paying ° 
tube business selling qual- 
ity tubes with an_ exclusive 
talking point. Televocals have 
a patented feature, the exclu- 
sive Televocal support. Na- 
tionally advertised; guaran- 
teed; all standard types. 









Write for full description and 
prices. 






Televocal Corporation 
Televocal Building 


Dept. F-8, 588 12th Street 
West New York, N. J. 






Quality Tubes 




















CA Ne tar ethan tN 
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were made at this model farm. The writer has shown 
a set of these photographs to several city people. They 
all rather gasp at the idea of building such a “model” 
for farmers. “Why not something practical?” is their 
actual or implied question. When these same pictures 
are shown to a farmer, he is instantly interested and 
examines them in detail. The set-up is one that is in 
his mind. 

The record of visitors to the farm is reported to be 
impressive. Similar enterprises in many sections of 
the country have met with similar interest. Farmers 
come and examine with care. There is little doubt that 
they are impressed and are making mental note of 
future purchases. 

Hardware merchants who have experimented with 
this merchandise are enthusiastic over the possibilities. 
It runs into large sale items and replaces a multitude 
of smaller purchases, each of which was likely to 
develop as much service trouble as the new equipment. 

It is not risking much in the way of prophecy to pre- 
dict that within a year the electrical industry will make 
an open appeal to non-electrical merchants throughout 
the country to aid in selling the right kind of equip- 
ment to all users of electrical current. We believe that 
the light and power leaders realize today as never be- 
fore that they cannot possibly serve themselves best by 
trying to monopolize the merchandising of electrical 
equipment. 

We believe that until present conditions are mate- 
rially changed, light and power companies will mer- 
chandise the newer articles of equipment. They will 


do this because it seems to be quite impossible to get 
merchants interested in a new item of equipment until 
it has been well introduced. The light and power com- 
panies remember the efforts to get merchants to sell 
electric irons before they introduced them. 

An indication of the earnestness with which the light 
and power interests are approaching this situation is 
illustrated by the following paragraph from the recom- 
mendations of the Electric Farm Equipment Subcom- 
mittee of the Merchandising Committee of the National 
Electric Light Association: 

“That the Division Electric Farm Equipment Subcom- 
mittee should try to point out to the member companies 
that farm electrification is a new development in our 
business and, therefore, calls for specialized attention, 
and that it will take specialized men to handle the sale 
of mechandise to farmers, and that while we have spe- 
cialized in our city sales forces for selling different 
kinds of merchandise such as ranges, refrigerators and 
motors, it will be necessary to have one man selling to 
the farmers who can intelligently discuss all kinds of 
equipment that the company has for sale. This man 
should be fundamentally a farm man who understands 
farming and can talk to the farmers from a farmer’s 
viewpoint. It is recommended that agricultural engi- 
neers who have some natural sales ability are the men 
best trained and fitted for this kind of work. This rec- 
ommendation does not in any way interfere or conflict 
with the recommendations of the Rural Electric Ser- 
vice Committee, that there should be a separate Rural 
Service Department.” 











MORTISE BOLT LOCK 


No. 5051 

for 
CLOSETS GARAGES CABINETS 
REAR DECKS SHEDS ATTICS 
CELLAR COMPARTMENTS 
and 
ALL DOORS WITH ONE WAY 
APPROACH 


DENTIOCKCO.® 
FITCHBURG, MASS. 


Full Information on Request 











Ordinary Pipe Wrenches 
Don’t Have This Feature 


&S, ae CONTACT 


FOR FRAME GIVES 
fe) CY ADDED STRENGTH 
\ 





















The added bearing surface 
between yoke and jaws on 
Genuine OSWEGO Still- 
son Pipe Wrenches is a 
feature not found in ordi- 
nary pipe wrenches. 


It costs more money to 
build wrenches this way, 
but results justify the 
cost. Our method gives 
¥% inch greater bar 
clearance, also wider 
adjustment, and 

RESERVE 
STRENGTH 
where most 
needed. 


Jaws are milled the Orig- 
inal OSWEGO §8tillson 
way insuring an unfailing 
GRIP. 


40 years’ experience — 24 
hour service — courteous 
dealer treatment. 

The Guarantee Tag on 
every genuine OS GO 
Stillson protects you and 
your trade against defects 
in material or workman- 
ship. 

The OSWEGO line also 
includes Expanders, Pipe 
Cutters, Punches and 
Vises. Send for Catalog 
and Discounts. 


The Oswego Tool Co. 


Established 1887 Incorporated 1893 
Oswego, N. Y. 
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| O f th STAR HEEL PLATES 
“PIONEER BRAND” 
ne O € They have stood the test for over 25 years, and have 
M P l M k — and a oo a to = a bicin 
eca t a a t = 3 st ann malie- 
ost opu ar a es able en ad vel eee sind hanesker ‘on othe brands. 
Send us your order today. 
No. 6 
NO. 79 QUART, Gasoline-Kerosene 
NO. 80 PINT. Covered by patents. 
No. 5 
’ No. 4 
Many thousands of mechanics and They 
workmen in all lines consider the sell 
“ALWAYS RELIABLE” torches and and No. 3 
furnaces as the most practical and cell r RB 
‘ most durable make. They are con- yo st AUN No. 2 
vinced of the quality and merits of 4 
these articles. YOU SHOULD 
STOCK THIS LINE FOR IN- No. 1 
CREASED SALES AND PROFITS. 
Order thru your jobber, or mail order No. 0 
to us with name of your jobber. 
OTTO BERNZ CO. INC. Newark, N. J. ee. A A 
Stocks in Newark, N. hed Eco nagg City, Chicago, and STAR HEEL PLATE Co. 
LOUIS SACKS, Ine. 
Newark, N. J. U. S. A. 











The heavier sizes 
of Superior Hex- 
agonal Netting are 
being used exten- 
sively (for line 
fencing and many 
other purposes. 











It is ideal for this 
use because of its 
uniformly even 
mesh and perfect- 
ly straight selvage. 






Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 

with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 
There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 









The Netting with the 
Rooster Label 








G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 













This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 


Cleveland Ohio ; 1 0p 22 929 (@) RK 


BRAND 
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Showing Window Manufacturers of 


Closed. 
“Quality Hardware Since 1876” 
Window and Door Specialties 


TueE H. B. Ives Co. 
New Haven, Conn., U. S. A. 


Showing Window 
Open. 


STRATTON?! 


GOOD 
For Small Tools, 
Utensils, Fleart ] wooD 


cal Goods, Etc. 


Enameling, both ll HR ANDLES 


baked, and air 
dried. Plain, or Enameled 


IN COLORS 
Stratton Mfg.Co., Stratton, Maine 














SNELL BITS LEAD 


their own way through! 
Heavy construction calls for a bit 
that will stand the gaff. Bridge 
builders; miners, contractors, rail- 
road and shipyard workers need 
the Snell Construction Bit. 
Write today for folder and price list. 











- BIT 
Snell Manufacturing Co., Fiskdale, Mass. 


Sales Representatives: John H. Graham & Co., 113 Chambers St., 
New York City 


REWARD OFFERED 


For information given us that will result in our 
making a contract or purchase with any indi- 
vidual or company for items that we can manu- 
facture and sell to Hardware, Electrical or 
Plumbing and Heating Jobbers thruout the 
country. 


We might be interested in the purchase of a 
going concern now manufacturing or selling such 
items. 


THE PAINE COMPANY 
2949-51 Carroll Ave., Chicago, Ill. 








There’s Easy Money 
In House Numbers 


House numbers literally sell on 
sight when displayed in handy 
DELUXE Premax cartons of 50 assorted 
finished numbers each. 

al The attactive Premax line of 


uminum 
handsome brass and aluminum fig- 
ures satisfies every taste and 
pocketbook. 
Write today for samples and com- 





plete information on this sales- 
building item. 


PREMAX PRODUCTS, Inc. 


HYCASTE Formerly Niagare Metal Stamping Corporation 
. stamped from clear glass 
real brass Dept. HA 12-27, Niagara Falls, N. Y. cover 





MASTER PLIERS 
Unbreakable—Guaranteed 


HE powerful compound leverage design means easier 
longer life, greater usefulness. - 


Investigate the sales possibilities of 
Master Pliers. Order from your 
jobber. 








MASTER 
PLIER CORPORATION 
7328 Harrison Street, Forest Park, Illinois 




















ERS CUSHION TIRE | 


JF STORE LADDERS 



































— Insure perfect shelf service for any 
-—y line of merchandise. Deep tread steps, 
= wr - spaced, with convenient full 
>= Say, length ndholds on both sides of 
ladder permit mounting or descending 
with ease. Both hands free to remove 
or replace stock without danger of fall- 
ing. Cushioned Tired Trolley and Truck Wheels elim- 
inate noise and ego vibration. Erection as simple 
as A,B,C. Utilize small space. Make top shelves 
safely available for stock purposes. One style— 
neat of design—nicely finished —e ny height ceil- 
ing. Thousands in use. Circular on request. 


mt FE. MYERS & BRO.Cco. 
ASHLAND, OHIO. 
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PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 














” cover~ 


Every advertisement, story, edi- 
torial and market report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 


Read Hardware Age as a duty to 
yourself. 


























HARDWARE AGE for JANUARY 3, 





1929 

















We Have No 
Competition 


on Quality! 


What This Means 
To You 


You have certain cus- 
tomers who want real 
quality. With White tools 
you can satisfy them as 

have no competition 
on Quality. 





No. 44 Adze 


It will pay you to carry this Adze—your 


customers will appreciate the Quality. 
Have you our Latest Catalog? 


The L. & I. J. White Co. Division 
Buffalo, N. Y. 


Simonds Worden White Co., Dayton, Ohio 














Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. it. 

Forstner Bits are the only bits that are not dependent on a center or s 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood. 
leaving a smooth hole and clean, polished surface. 


Let us send you eatalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN,, U. S. A. 











































10 to 30% per pound in 

favor of ATLAS TACKS N 
What count do you get when you buy tacks 
or small nails by weight? 


There is often a difference of 10 to 30% in 
favor of Atlas tacks or small nails. Test 
them yourself. And remember—good, 


sharp, clean cut, correctly sized tacks are 
expensive to make. 






Or, when you buy by 
count see that you get 
the weight. There is 
often a corresponding 
difference. 


Either way, you can 
bank on Atlas tacks 
and small nails for 
quality, full count and 
full weight. 








ATLAS TACK CORPORATION 
and St. Louis, Mo. 








GOODS WELL DISPLAYED 
ARE HALF SOLD! 



















There are questions in the mind 
of every customer who pauses 
at your counters. ‘‘How much 
is it?’ ‘“‘What is it for?’’ 


“How does it work?’’ Many 
people hesitate to put into 
words these mental 
questions they 
don't want to be 
urged to buy. But 
often they 
sell them 
selves when a 
neatly letter- 
display 
or two 
convey the 
, information. 
You can make 
these cards, or 
streamers, or 
price tickets, 
without any 
Simply use the 


fuss or bother, and without previous experience 
Stencilor—a sign shop in a handy case. It has become STANDARD 


EQUIPMENT WITH CHAIN STORES AND OTHERS. DISPLAY 
YOUR STOCK WITH PRICE TICKETS, SHOW CARDS AND 
SIGNS MADE UP TO THB MINUTE WITH THE STENCILOR 
For prices and detailed information, write 


DISPLAY MATERIAL CO. 


774 Grand Avenue, St. Paul, Minnesota 
ys=====sAttach this coupon to your firm caeeemmean 
Send to your nearest office— 

DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Minn. | 
Eastern Agents, Display Material Co., 191 Pearl St., | 
New York, N. Y. 
Canadian Agents, Display Card Co., Ltd., 11 Inkerman St., | 
Toronto, Ont. | 
Central States Agents, Stencillor Sales & Supply Co., 361 
W. Ontario St., Chicago, Ill. | 
Please send me without obligation a copy of your book, | 
‘“‘How to Make Signs.’ | 
| 


ES VPP rie Cre OO 
Sa ie el ld oe were dt iG 6.0 0 ted ds seesaw eee eae ee Pye 
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HES 
WRINGERS 


with the features of the latest 
washing machine wringers. 


LOVELL MANUFACTURING CO. 
ERIE, PA., U.S. A. 





IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mase. 
New York: 151 Chambers St. Chicago: 106 W. Lake St. 
San Francisco: 717 Market St. 








Means Easy Sales 


KNOWN QUALITY Satisfied Customers 
SHARK BRAND CHISELS 


Manufactured by E. A. Berg 
Mfg. Co., Ltd., Eskilstuna, 
Sweden. 

Butt Beveled edge. 
Regular Beveled 


edge. 
Socket Chisels. 












are made from 
the finest Swedish 
charcoal steel, sturdy 
and well made and 
craftsmen and lovers of 
good tools appreciate their 
known quality. 

Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 

We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 
Order from your jobber today, or write 
SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 

107-109 Lafayette St., New York, N. Y. 

Minnespolls, Minn. Seattle, Wash. Montreal, Can. 


CLOTH 
AND WIRE 
PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 


518 Terrace Buffalo, N. Y. 

















11 sizes of # tire chains 
take care of all tire sizes 


g 
Gp uc 


Positive Lock ; : 
Double Tied Side Chains Makes Safety Certain 


PYRENE MANUFACTURING CO., NEWARK, N. J. 


Branches: Atlanta, Chicago, Kansas City, San Francisco 

















A Key a Minute 
Shows the Profit in It 


Hundreds of hardware 
stores are making money 
_ Segal Key Cutters. 


Segal Key Cutter 


cuts all makes of flat, 
¢ylinder, or paracentric ; 
keys. Used by ten thousand locksmiths. 
Made by the makers of the famous Segal 
Jimmy-proof Lock. Write for Literature. 


Segal Lock & Hardware Co., Inc. 
57 Ferris Street, Brooklyn, N. Y. 

















! 
M . 
Adjustable “S” 


~=\ SUPER 


b 


X() VALUE 






Nut Wrenches 






Bemis & Call 


Springfield, Massachusetts 









heal LIFE 








GLASS CUTTERS 


‘Its all in the wheel” 





EASY FINGER 
x’ REST HANDLE 





| 






























WHEEL AND 
LONG REACH 


LANDON P §MITH, INE 
1165 SPRINGFIELD AVE,IRVINGTON, NJ. 


Red Devil means Glass Insurance 
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Simplex 
ScrewJacks 











Puritan Metal Polish 


A Business Builder 


1. Nationally known. 
2. Year-round demand. 







3. The standard of quality Sellon S igh £i 
since 1903. Their Visible Screw, Stability, 
Dealers: If your jobber cannot | Workmanship & Duco Coloring 


supply you, write direct for price- 
list and pint can free. Create Sales Appeal : 
Sim plex Lever Jacks, 
ia Pine Pusher 
Templeton, Kenly & Co. a Treach Bracke 
Rochester, N. Y. ES t-teo2 have been famous 
Chicago, II1.,U.S.A. for Years 


Puritan Soap Company 




















Two NECESSITIES In Every Garage 


Garage Door Bolt 


Robertson “Horseshoe Magnet’ Hammer 




















Specially designed for 

garages, factories, ware- 

THE HAMMER houses and fire doors. 

HOLDS Locks and unlocks top 

THE TACK and bottom bolt with 

one turn of handle. 

The best permanent magnet hammer on the market. Garage 
A PRACTICAL AND SUPERIOR TACK HAMMER Door 
FOR USE IN MANY TRADES AND IN THE HOME. Holder 


Awarded Silver Medal Panama-Pacific Exposition. Prevents accidents, broken headlights 


and bent up fenders. Operates by 
hand or foot. 
For prices and further information 
write today to 


; Phenix Mfg. Co. 
No. 50 Holder No. 52 032 Center Street, Milwaukee, Wis. 


by, i Every Housewife Wants jg One! 
» DUSTERS | Hato 
§ for AUTOS | secures , 


ng, is enough to sell any woman. 
And it’s the only nationally advertised Polly 


Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON, 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 



































Ostrich Feathers article of its kind on the market. Prim 
Polly Prim is made of strong steel, Dust 26 Inch 
= { finished in black or blue enamel. The 
Skunk-Hairs —_ pa retails for $1.00—the blue Pan 
r 


. 25. Our plan offers you a 
With Gum Handles liberal margin of profit. Write for 
details today. 


Post and freight free 


Patent Novelty Co. 
WILLY EISENMENGER ~~ ——E 


LUDWIGSBURG (GERMANY) Fulton, Illinois 
Representatives wanted “The Fulton Line” 

















Beye) for aite full name “cy 99 This Attractive 
Style L Metal | Counter Cabinet 
bd Counter Display finished in brown with 
gold lettering, contains 
Russell Jennings ec) |B So fant. 
\ OT SH:LESS HAKGERS 4) Geta 
| ee ae | Mi tet penta Moore Push-Pins 
ea eee =| (Glass Heads—Steel Points) 
e i a also 110—10c pkts. of 
] t S a Moore Push-less Hangers 


(The Hanger with the Twist) 


n ther i 
n the roun 





} 
stamped —_ 


Auger 


Oe I by a ee ets Ee List $15, Dealers $10 


5 : nt £ = Advertised for 27 years 
Mr. Russell Jennings in 1855 o fae : 4 Used In “Nearly Every Home” 
: Moore oe Co. 
. - re | (Wayne Juno 
Russell Jennings Mfg. Co. Cae Meer y | Peiiadeiphia, Pa. 
Sane = folder of Counter 


Chester, Conn. Yer : Displays and Price 

















> = —eareresnremeanenraenrany 


Seer 


peewee -To evan 
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Classified Opportunities 





Use the “Classified 
Manufacturers’ Agents, Jobbers, Jobbers’ 
Classified Advertising Rates 


Opportunity Exchange Section I tach 





BOXED DISPLAY RATES 


ities Section” to reach Hardware Manufacturers, 


Salesmen, Retailers and Retail Salesmen. 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies te 








Set Solid, Minimum of 6 lines.... 
Each additional line 


Discounts for Classified Advertising 


Hardware Age, Classified 
tunitios, 289° West B0th St.’ ew 
York City 





All Capitals, Minimum of 5 lines.. 4.00 
4 insertions, 10 ff; 8 in 
Each additional line 80 jons, 10% oe sertions, 15% Harpware Aow is published each Thursday. 


Average 10 words to a line 
Allow One Line for Keyed Address Remittance Must 


Samples of merchandise, literature, eee ye 











Forms close Nine D to date 
Accompany Order —_- —— 


ring more than ordinary reforwarding postage should not 
© box numbers. 





BUSINESS OPPORTUNITIES 





POSITIONS WANTED 








ASSOCIATE WANTED 


With some means, sales experience and managerial ability. Join 
party in the manufacture and sale of staple patented product in big 
demand. Already secretly shown few large jobbers and received 
with open arms and much enthusiasm. Half million dollar volume 
tirst 15 months insured at certain and substantial profit. Can con- 
tract the manufacture to advantage. Confidential. Address Box 


1-213, care of HARDWARE AGE, New York. 














EXECUTIVES seeking new connections and others qualified for salaries 
of from $3,000-$20,000 yearly find in our confidential service a highly 
specialized, dignified and effective means of placing themselves; not an 
agency. Send name and address for full particulars. J. T. JENNINGS, 
Room 306, First National Bank Bldg., New Haven, Conn. 





FOR SALE—AN OLD established good paying hardware and house- 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 


113 W. 42nd Street Bryant 7374-5-6 





furnishing store doing practically a cash business in the heart of a colored 
section. Stock cal to about $14,000.00, reason, going into wholesale 
business. Address Box 1-189, care of Harpware Ace, New York. 





A MANUFACTURER OF A POPULAR ITEM, well known and sold 
to the hardware, housefurnishing trade and syndicates. Would consider 
consolidation with manufacturer of a kindred line. Responsible parties 
are invited to correspond. Address Box 1-207, care of Harpware AGE, 


New York. 





WANTED—TO BUY a hardware store somewhere in New York State. 
Address Box 1-202, care of Harpware Ace, New York. 


HELP WANTED 


WANTED—YOUNG MAN WITH HARDWARE experience and some 
capital to invest in, and take the management of, a good money making 
hardware jobbing business. Ill health causes necessity for this opening. 
Give references and i‘? experience. Address Box 1-192, care of Harp- 
ware Ace, New Yor 











WANTED—Salesmen calling on Retail Hardware Trade to sell our 
line of Tool Racks, Rubbish Burners and Cappers. Commission basis. 
Write for proposition. GRAND RAPIDS WIRE PRODUCTS CO., 
corner First and Front, Grand Rapids, Mich. 





WANTED—ONE OR TWO young men with some experience in retail 
hardware sales. Salary $75 per month and commission on sales. Address 
Box 1-205, care of Harpware Ace, New York. 





WANTED—BILL CLERK to price sales sheets and figure profits. 
Salary $100 per month. Address Box I-2%%, care of Harpware Ace, 


New York. 





POSITIONS WANTED 





BUSINESS EXECUTIVE. Available January 1st. Have had 20 
years’ active experience in the various executive positions in the manage- 
ment of large manufacturing plant, including domestic and export sales of: 
—mechanics’ hand tools, sheet metal workers’ and tinners’ tools and ma- 
chines, and builders’ and general hardware. Full information as to ability, 
character, experience and responsibility available to interested parties, 
preferably in personal interview. Address Box 1-196, care of HARDWARE 
Acz, New York. 





COMPETENT HARDWARE MAN and specialist in Warm Air Heat- 
ing Sales and engineering and stoves. Can handle any hardware depart- 
ment or buying. Prefer Middle West location. but not essential. Address 
Box 1-215, care of Harpware Ace, New York. 








CAN YOU USE THIS MAN? 


Desires to locate in the South. At present part owner, Vice- 
President and Treasurer of a successful New England Adver- 
tising Agency. Recurring illness in his family forces a change 
to a more equable climate. Age 47; a Southerner and a college 
man; 25 years’ sucessful experience as a salesman, sales execu- 
tive and advertising man. Has traveled throughout the United 
States and is a keen and analytical student of conditions gen- 
erally. An opportunity to procure the services of a man of 
broad experience, sound judgment, unusual energy, and 
unwavering loyalty. Will consider executive position com- 
mensurate with his experience and ability. For references and 
further particulars, write Box I-210,, care of HARDWARE 
AGE, New York. 











SALES EXECUTIVE WITH 12 YEARS’ EXPERIENCE in charge 
of sales, advertising, distribution Domestic and Foreign Markets. Thor- 
oughly familiar with wholesale hardware, mill supply, auto accessory and 
industrial trade, desires a connection with a manufacturer. Willing to 
locate anywhere. Opportunity is as important as salary. Address Box 
1-128, care. of Harpware Ace, New York. 





HARDWARE MAN, Experienced in builders’ hardware, machine ani 
mechanics’ tools, miscellaneous supplies and shelf hardware. 20 years’ 
experience. Address Box 1-212, care of HArpwAre AcE, New York. 





SALES ACCOUNTS WANTED 








MANUFACTURER’S REPRESENTATIVE 


Open for two or three representative lines of hardware and house- 
furnishings to jobbers and department stores in the following terri- 
tory: New York State, New Jersey, Philadelphia, Baltimore and 
Washington. Fifteen years personal contact with hardware jobbers 
and leading retailers throughout country, Have made thorough study 
of merchandising. Highest credentials will be furnished by many 
of the best known concerns in the trade. Edward Weingarten, 286 
Fifth Avenue, New York. 
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SALES ACCOUNTS WANTED SALES REPRESENTATIVES WANTED 
A MANUFACTURERS’ 
OPPORTUNITY WANTED 
A long established and highly successful Sales Corpora- Experienced salesman now selling a good tool or 


tion well and favorably known for years on the Pacific £2) F 
Coast solicits correspondence with Eastern manufacturer similar merchandise to the hardware and automo- 


desiring a strong Western connection. This corporation tive trade to handle a complete line of high grade 


manufactures and sells only one line to the hardware ee ass 
jobbing trade, and is in an unique position to represent tool chests. Territories open, New England, New 


some other manufacturer who wishes to establish a Pacific York State outside Metropolitan District and 
Coast office. Commission basis preferred but open to 

other arrangements. Bank and commercial references on Southern States. Address Box I-214, care of 
request. Address R. A. Barron, 24 California St., San HARDWARE AGE, New York. 


Francisco, Cal. 

















MANUFACTURERS of full line of household specialties want local 











representatives in all important cities to handle line on commission. De 

partment houses, premium concerns are all big users. State experience, 

M lines handled, and territory covered. We want none but those who can 

anufacturers Salesmen “make good.” For such our proposition is an excellent one. Address 
“S. H.,” care of Harpware Acer, New York. 





ONE OF THE OLDEST and best known manufacturers of tools 


Wanting additional lines to the hardware and wants a representative to call upon wholesale hardware buyers in a terri- 

e sat a tory where a good business is already established. This is a tool spe- 

auto supply jobbers, on a commission basis in cialty. We want a full time man and one not over 35 years of age 
Address Box I-206, care of Harpware AGE, New York. 





California. Twenty years experience selling the 
WANTED—TWO EXPERIENCED builders’ hardware salesmen, only 


better trade. We invite investigation as to our men with ability, — and ——_ need rest Write gins 
1; } ‘ ° <1 past experience and connections. Salary and commission basis. Address 
ability, integrity, financial standing and etc Box I-208, care of HArpwarE AGE, New York. 





Dan W. Morris, 915-916 Washington Bldg., pi eee iron 


WILL PURCHASE Easy, Maytag, Boss, ABC and other makes of 


Los Angeles, California. Electric washers for cash, large or small quantities. Replies confidential. 
Wire or write. CLAUSS ELECTRIC SERVICE, Inc., 218 West 4th 


St., Cincinnati, O. 


COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acez, New York City 




















ee ” 
LET US Help You Word Your “Want. EXCEPTIONAL OPPORTUNITY FOR EXPERIENCED hardware 
salesman, acquainted with the Metropolitan district WEINSTEIN & 
LEVINE, Inc., 81 Warren St., New York. 














WHERE BUYERS and SELLERS MEET 


W HEN you are in the market to buy or sell a store, to secure help Hardware Age is the 
or a position, or to secure sales representatives or a sales account author itative national 
look over the offerings in the Opportunity Exchange section of hardware paper and is 
Hardware Age. If you don’t see just what you want, ask for it as peg pe poe 
: ‘ ’ es jobbers in all sections 
there is always some one who will be interested in your proposition. of the country. 


Rates on Request. 


HARDWARE AGE ,,232er="tt7, 239 W. 39th Street, New York 











Ask your jobber for 


CALDWELL SASH BALANCES 


Welding Compound is best by every 
test. Makes = of steel as 


easy as Iron. St it increase 
your sales. Thirty-five years of service is assurance 
Made only by of quality 
Anti-Borax Compounn Co. CALDWELL MFG. CO. 
Fort Wayne, Ind. 52 Industrial St. Rochester, N. Y. 
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THE ADVERTISERS INDEX is 


hiicshed 4 
asa 





Dart of the advertising contract. 


ade for errors or failure to insert. 


Every care will be taken to index correctly. 





A 


Ace Hardware Mfg. Corp..... oe 
ee 96 
Acme White Lead & Color 
PNR taciskees seein wwies _— 
Addison-Leslie Co. ........... _ 
EDD i6a abst beesases _ 
Allen Manufacturing Co....... _ 
ee re “= 
Allith-Prouty Co. 
Allweather Ventilator Co...... — 
Aluminum Wares Association.. — 
American Chain Co........... _ 
American Flyer Co............ _— 
American Fork & Hoe Co..... 33 
American Gas Machine Co..... _— 
American Mutual Liability In- 
Se Fie ee keaaswiccee es 87 
American National Co......... 27 
American Ring Co............ _ 
American Saw & Mfg. Co..... 103 
American Screw Co........... — 
American Sheet & Tin Plate Co. — 
American Steel & Wire Co.... 46 
American Telephone &  Tele- 
era oo 
American Thermos Bottle Co., 
Re Br ois «tees te lao 14 
American Weekly............. — 
Ames Shovel & Tool Co....... a 
Anti-Borax Compound Co...... 137 
Apex Stamping Co............ ~- 
| 6 47 
Armstrong Bros. Tool Co...... 5 
Armstrong Mfg. Co........... _ 
a ee 50 
a a Ge 133 


Babcock.Co., The, W. W...... 45 
Banks Steel Post Co.......... —_ 
Barney & Berry, Inc.......... — 
ee ree — 
ee — 
ee — 
Beardsley & Wolcott Mfg. Co... — 
Beckwith Co., Inc............ 6 
IE i MNOS io inre anid <6 wea ans 103 
Beisser Key Machine Co...... a 
Belfonte Steel & Wire Co...... ~— 
Nt EE: GAB 5 ia cs da esas 134 
MR SOUS Op ainsccsvcicce — 
Bergman Tool Mfg. Co........ — 
Bernz Co., Inc., Otto.......... 131 
Bethlehem Steel Co........... == 
Billings & Spencer Co........ _ 
Birtman Electric Co........... 30 
Bissell Carpet Sweeper Co..... — 
ee RS AIO: oi. 5 oo Sawn nicd -- 


Blaisdell Pencil Co............ 
Bommer Spring Hinge Co..... 
A See eee 
Bowen Products Co.......... 
rete Seem. Ge, BBs sss eces 
DremeerG Has. Ges... 0. cessive 
Bridgeport Screw Co.......... 
Bright Star Battery Co....... 
Brown & Sharpe Mfg. Co..... 
POGIN SOBs cas cessaesccess 
Buffalo Wire Works Co., Inc... 
Burgess Battery Co........... 
Burley & Winter Pottery Co.. 
Burnley Battery & Mfg. Co.... 
Dee BW Eis 65 e ccesiasaye 


Caldwell Mfg. Co............. 
Carborundum Co............++ 
Came Wee Gin s ht aweeeds 
Century Electric Co........... 
Chain Products Co.........5.. 
Chamberlain-Haber Chemical Co. 
Chase Brass & Copper Co...... 
Cheney & Bons, Bis.055.6205 
Chevrolet Motor Co........... 
Chicago Flexible Shaft Co...... 
Chicago Roller Skate Co...... 
Chicago Selder Co. ..oi.cieicds. 
Chicago Spring Hinge Co...... 
eS a 6 eres 
Clayton & Lambert Mfg. Co.... 
Clemson Bros., Inc. ......3... 
Cleveland Stone Co., The...... 
Cleveland Wire Spring Co..... 
Chewownr Bis. Co... 25. sss 
ge” al, Se ere 
Coes Weenth Co... .0 cscs. 
Coldwell Lawn Mower Co..... 
Coleman Lamp & Stove Co.... 
Columbian Rope Co........... 
Congoleum-Nairn, Inc......... 
Conlon Corporation............ 
Consolidated Electrtic Lamp Co. 
Continental Screen Co......... 
Cook Company, H. C.......... 
ee SS Sree See eee 
Corbin Cabinet Lock Co....... 
Corbin Screw Corp............ 
ee 
Crmmeent Tel 220. 25625 soa sc 
Cronk & Carrier Mfg. Co..... 
Crown Cork & Seal Co........ 
Cyclone Fence Co........ 


ee ee em oy a 
Dey Ban Milec. Agunseis eels. 
Dazey Churn & Mfg. Co...... 





131 
103 





De Laval Separator Co........ 18 
I ee es casietid ae 
Detroit Torch & Mfg. Co...... — 
Detroit White Lead Works.... — 
Diamond Calk & Horseshoe Co... — 


ee eR ss os se sukss Suits — 
en Ono svescne soho ees -— 
Display Material Co.......... 133 


Disston & Sons, Inc., Henry... — 
Dixon Crucible Co., Joseph... — 
Domes of Silence, Inc........ 140 
a Sy a ee — 
a: aS Peery rer -- 
Duluth Show Case Co........ — 
Du Pont de Nemours & Co., 

oh Br rey ree re Pe ee _ 


E 

EE Ei ise es Sdiees — 
Eagle-Picher Lead Co......... a 
Eastern Tool & Mfg. Co...... —_— 
Eclipse Machine Co........... a 
Edison Lamp Works of General 

ee Seer Pitre eye _ 
Sey, eee ee eres 97 
Eisenmenger, Willy........... 135 
NE “EOD GMs crc weswcsvesne ~- 
Electric Sprayit Co., Inc....... 108 
Evansville Tool Works........ — 


Bepteliy Ges “Titi ccs ci cces. 


F 
F. & N. Lawn Mower Co., The — 
Fairbanks, Morse & Co........ = 


Fairmount Tool & Forging Co.. — 
Fansteel Products Co., Inc..... _- 
Fate-Root/ Heath Co........... 102 
Faultless Caster Co........... 103 
Federal Enameling and Stamp- 

RE i Sawrnwsshsds os cee pes 
Federal Washboard Co., The... — 
Fitzgerald Mfg. Co., The...... — 
Foster Bolt & Nut Co........ — 


ONS OR ae ee -- 
Freed-Eisemann Radio Corp.116-117 
French Battery Co............ 127 
Freshman Co., Chas........ 116-117 


G 


Gates Rubber Co., The........ — 
Gendron Wheel Co............ == 


General Fireproofing Co....... — 


General Wheelbarrow Co...... _- 
Geneva Mfg. Co........cccses —_ 
Gilbert & Bennett Mfg. Co.... 15 
Gillette Safety Razor Co...... = 
Globe Vacuum Bottle Co...... 108 


Gold Medal Camp Furn. Mfg. 
Ee’ wicetetaaes save wen Seen s os 





Good Housekeeping............ 89 
Goodell Pratt Co: .cescasascies _ 
Goodrich Rubber Co., B. F., The — 
eee DMR. Wline sca <0433108% 26 
Graff-Underwood Co........... _ 
Grand Rapids Hardware Co.... — 
eee | Ter er ee 108 
2 Se —o = 
Greenfield Tap & Die Corp.... 2 
Greenlee Tool Co........... ba ae 
Grilia Mix. Ge. 365555. ccece 104 
Cemwed WA: GOs... 62.0 skcscee oa 
H 
Hamilton Beach Mfg. Co...... _ 
Harrington Cutlery Co....... . 98 
Hatfield Rubber Works, Inc... 129 
Heller & Co., W. C...... cnae aa 
Hencitis; Tac., J. Ajcc. seis 92 
Hercules Powder Co........ _- 
Herschel Mfg. Co., R........- — 
Hibbard, Spencer, Bartlett & Co. — 
Hloekt & Co... ...cccccccccccces _ 
Holmes Products, Inc......... 121 
Holzindustrie Stadtilm......... _ 
Hooter Cio ons o dice ge dececcce 110 
Hoppe, Inc., Frank A........ _ 
es See eee a 
Huenefeld Co., E. H......... _ 
Hunt, Helm, Ferris & Co..... _— 
Beatet AGM 65050 < .ces cece _ 
BG, Th is alic.cpesewseas ss 9 
Hurley Machine Co........... a 
Hygrade Lamp Co............ — 
I 
Imperial Bit & Snap Co....... _ 
Independent Lock Co.......... 130 
Indiana Rolling Mill Co....... 7 
Indiana Steel & Wire Co...... 7 
Ingersoll Watch Co..,.......- _ 
International Silver Co...... .o— 
International Toy Corp........ oa 
(National Wood Process) 
Irwin Auger Bit Co.......... 28-29 
et ae ae See eee 132 
a. eer eee 


Jennings Mfg. Co., Russell.... 135 

Johnson Arms & Cycle Works, 
Bere eae eee ee 134 

K 

Kelly Axe & Tool Co........ 16 

Keuffel & Esser Co..... SS otek — 

Keystone Mfg. Co............ oo 

Keystone Steel & Wire Co..... 41 





THE DASH (—) 


INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is 





a fi and not as I. 
No allowances will be made 


& part of the advertising contract. Every care 
for errors or failure to insert. 


will be taken to index correctly. 





Kilborn & Bishop Co.......... 
pO eS 
PN Ee AO MN os 6 hon ise aces 
Kohler Die & Stamping Co.... 
Kokomo Stamped Metal Co.... 
ee ee 


Lamson & Sessions Co........ 22 
Landers, Frary & Clark....... 
Landreth Seed Co., 
Leipzig Trade Fair........... 101 
Lendzion Leather Goods Co.... 
Letellier Laboratories, 
Lewis & Freeman............. -- 
Libbey-Owens Sheet Glass Co.. 
Be ry a sieeeah cease _- 
ee ee 134 
Lowell Specialty Co........... 


ee - 


Lucas & Co., Inc., | 
eo ee 108 
Lupton’s Sons Co., David...... 


M 


McDougall-Butler Co., Inc..... 
McKinney Mfg. Co........... 52 
Malleable Iron Fittings Co..... - 
Mansfield Tire & Rubber Co... 37 
Martin-Senour Co............. 
Marge Varnieh Co..... 2.0.6.5 - 
Master Bake Pot Co.......... 
Peete Tee CORB. ows sc cees 132 
Mattatuck Mfg. Co........... -- 
Maydole Hammer Co., D...... -—— 
PE GSS cee vecvncctcctess 
ee — 
Metal Ware Corp............. 
ee 
Milwaukee Circulating Pump 
Ws Have aco se 9,d0s 8 4-04 esos ve 
Moore Push Pin Co........... 135 
OE — 
Morse Twist Drill & Machine 
Co. 
i. Se eee -- 
Murphy’s Sons Co., Robert.... 95 
Murphy Varnish Co........... -~ 
Myers & Brothers Co., F. E.107, 132 


Wasco Silver Co... vices cccses 
National Carbon Co........... 
National Enameling & Stamping 

Co. 
National House Furnishing Man- 


ufacturers Association....... 





National Lamp Works of Gen- 

al Bist... Go. cessinstnctscus 
National Lead Cos...:060<cssees 
Nationa! Mig. Co. ..iicsccssves 
New Delphos Mfg. Co......... 
New Haven Clock Co......... 
New Jersey Zinc Company..... 
New York Wire Cloth Co...... 
Nicholson File Geiss ss .cacccis 
Nileco Lamp Works., Inc....... 123 
Noma Elec. 
North Bros. 


C6554 5 season — 
(a, eee 


oO 


Oneida Community, Ltd....... 
One Minute Mfg. Co......... — 
tarts Bathe Ce ean. 60 Fees 97 
Cae Te. C6. see cisecess 32 
COWORS TOO GO... 6550 ceae es 130 


P 
Packard. Etec. Cos cies i ccecces 


Paine 
Palm Fechteler & Co.......... 
Patent Novelty Co............ 
Peck, Stow & Wilcox Co...... 
Peninsular Paint & Varnish Co. 25 
Penn. & Atlantic Seabord Hdwe. 
PR MOE oacccativectcts 

Penn. Lawn Mower Works.... 35 
Perfection Stove Co., Inc...... - 
Peters Cartridge Co........... — 
POE MERE GOiwie kd cas decease 
Philadelphia Lawn Mower Co.. 
Phillips & Buttorff Mfg. Co.... — 
PE NE Gs aciendveceienns 
Pioneer Pole & Shaft Co...... -= 
Pittsburgh Plate Glass Co..... — 
Pittsburgh Steel Co........... ~ 
PI TOO Gas occ ste ssce es ~- 
Plumb, Inc., Fayette R........ 
Plymouth Rubber Co.......... 
Popular Science Monthly....... 
Pratt & Lambert, Inc......... -- 
Premax Products, Inc......... 
Progressive Mfg. Co.......... 
Freee Gen Mesias sc tecsaceses 
PULREN CONS GE: s vocdriccccsae 135 
Ppp TRIE MOG os 6.6.60 9-0-4602 134 


Pyrex Sales Division.......... 24 


Resting I1s6e C6i so. sisces feces 
Reading Sheet Metal Prods. 
Reed & Prince Mfg. Co....... 
Remington Arms Co., Inc...... 81 
Remington Cash Register 





Remington-Rand Co........... 
Reynolds Wire Co............ 
ge) a Nee 
Richards-Wilcox Mfg. 
Richland Rubber Co........... 
Rite Hdwe. & Mfg. Corp...... 
Bisson -Ca,, Oacar ©. ...6 05 0cies 
Robertson, Arthur R.......... 
Rock Island Stove Co......... 
Rose & Brothers, 
ee ee ee eee 
Muby Chemical C6. 202s cccess 
LE) i a 
Russell & Erwin Mfg. Co...... 
Russell, Burdsall & Ward Bolt 

ME EWE NID oe sk 505 ov ise as 
Russell Cutlery Co., John...... 


s 


Sacks, ak ses a own oi 
Samson Cordage Works....... 
Sand’s Level & Tool Co........ 
ee ee 
ae oes 


Savage Arms Corp............ 


Inc., 


Savory, 
rene TNE COora sg ae cds eves 
Schrade Cutlery Co.......... 
Schrader’s Sons Co., A........ 
eee BES CB cavikek casessss 
Segal Lock & Hardware Co.... 
Shapleigh Hardware Co....... 
Shelby Spring Hinge Co....... 
Sherman Mfg. Co., 
Sherwin-Williams Co.......... 
Sidway-Topliff Co...........+. 
SWE TAME GO cavec die scsien 
Simonds Saw & Steel Co..... *, 
Simonds-Worden-White Co..... 
Simonsen Iron Works......... 
Simplex Flux & Solder Co..... 
Satth & Co, Ine. D: Be...... 
Smith, Inc., Landon P........ 
Smith & Sons, Inc., Seymour.. 
EET EGOS 5 ccicctaene am bre 
a © 
Standard Oil Co., of N. J. 

SEE RODE COS: . cccce eee 
ERO WYOEMB Ss 650000 vosee ‘ 
Ee Re. 
Stover Mfg. & Engine Co...... 
Stratton Mile. CO... sccccess 
Studebaker Corp. of America.. 


Taintor Mfg. 
TR MEE Civic ect oksens 
TOIEVOUNE CUO. o0.05.05.00+ 060200 
Templeton, Kenly & Co., Ltd.. 
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49 
31 
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134 
103 
132 


129 
135 





Timken Roller Bearings Co.... 


Toledo Metal Wheel Co........ 
Toledo Wheelbarrow Co....... 
Trimont Mfg. Co.......cccees 
Trow & Holden... .cciscccee 


Trump Bros. Rubber Co., 
Tubular Rivet & Stud Co...... 
Tucker Duck & Rubber Co..... 


Turner Brass Works.......... 


U 


Fork & Hoe Co........ 
Hardware Co.......... 
Union Steel Products Co...... 
United Hardware & Tool Corp. 


Union 


Union 


United Publishers Corp........ 
CT: SS. Copel C6 sc oak ceucs 
U. S. Chain & Forging Co..... 
. S. Laer Ce. kkariscseds 


Valentine & Co.......... woud 
Vaughan & Bushnell Mfg. Co.. 
Vaughan Novelty Mfg. Co..... 
Vernet Littins cece ciccesde cs 
VomPeth CO ccs de ccsiccsecsses 


Voos Company, The.......... 


WRI TOO. 6 occ hevces concn 
Warren Mfg. Co., J. D...... 
Western Cartridge Co.... . 
Western ot SA aa 
White Co., H. C..ncccccvcces 
Whiting Adams Co..........-. 
Whitman Barnes Detroit Corp.. 


Wickwire Brothers............ 


Importing 


Wilcox, Crittenden & Co...... 
Winchester Repeating Arms Co. 
Wiss & Sons Co., J.....s.0e0- 
Witt Cornice Co. 6... cssicwerecs 


Wolverine Supply & Mfg. Co.. 
Wood Shovel & Tool Co..... 

Wooster Brush Co............ 
Worthington Co., George...... 
Wright Steel Wire Co., G. F.. 
Wyoming Shovel Works....... 
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Yale & Towne Mfg. Co... 
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Zenith Radio Corp....... 
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g“GREEN LINE TOOLS” 


A Cold Chisel 
That Retains Its 
Tough Cutting Edge 


This Green Line Cold Chisel does more 
than cut—it retains its cutting edge. 
Guaranteed to stand up even when used 
on granite or cast-iron drain pipe. 


It’s made of a Special DROP FORGED 
Alloy Steel known as 


KILBORN STEEL 


—the toughest and most durable steel 
known. Finished in a beautiful DUCO 
green. 

Made in 24 different sizes, 3/16ths. to 
1% inches. We also make 13 other styles 
of Chisels in different sizes. 

THE GREEN LINE includes Punches, 
Box Hooks, Drills, Cold Chisels, Screw 
Drivers and many other tools all equally 
dependable. 


Send for Complete Catalog. 


% THE KILBORN & BISHOP CO. 


New Haven Conn. 
Manufacturers of the 





Reg. U. 8S. Pat. Office 














‘DOMES of SILENCE 


Customers gladly invest Ten Cents for a set 
of 4 Domes of Silence which often save many 
dollars in replacement of fine furniture. They 
let a chair slide—in any direction—at a mere 
touch. They give furniture 
three times the life. 


And the convenient little 
package helps the sales. 





If Your Jobber Cannot Supply 
You—Write Us Direct 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 


1r ts 


We are pleased to enclose order for one copy of the 
Ninth Edition of Hardware Age Verified List. 


As you no doubt know, our business is almost exclu- 
sively with the wholesale hardware jobbers and when 
we tell you that our products are found in some 75,000 
stores in the U. S. to which we do not sell direct, you 
can readily understand that we find your Verified List 
of considerable value to us. : 

We use it daily, we cannot afford to be without it and 
anticipate an early receipt of a copy of the Ninth Bdi- 
tion, 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS OF NINTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chaih Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion 
work and also a helpful guide for salesmen’s calls. Every 
manufacturer’s sales manager should have one on his 
desk, and every salesman could profitably carry a copy in 
his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and 
these all appear in the Ninth Edition. 


Hardware Wholesalers and Manufacturers’ Agents find 
Verified List of great value in “checking” their prospect 
records. 


‘ 


It really is 18 directories in one. 


PUBLISHED ANNUALLY 


Price of the Ninth Edition, 
$15.00 postpaid. 





TYPEWRITTEN MAILING LISTS. We can fur- 
nish you with lists of the principal trades and pro- 
fessions in the United States, Canada and foreign 
countries. Prices quoted upon application. 








ADDRESSING, MULTIGRAPHING, ETC. We 
have facilities for addressing envelopes, cards and 
broadsides from your list; and for multigraphing and 
filling-in form letters. Prices quoted upon application. 

















Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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Somethin ry 


The hardware trade can cash in on the reputa- 
tion of Hercules Drills and Reamers. 










In the majority of big manufacturing plants these 
tools have become familiar to the production men. They 
know how good they are and readily recommend them. 


When you offer Hercules tools you know you are offering : 
quality product—a product which will give 100 per cent satisfac- 
tion. All of which means more sales and more profits. 


. Biv enesics Sess Steseq Sen tasns oew ec Pesca sitesscersta ies 
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DAREN ifort TESA Ae 


WHITMAN BARNES- 
DETROIT CORPORATION 


“Canadian Factory 
CANADIAN DETROIT TWIST DRILL 
CO. LTD., WALKERVILLE ONTARIO 














Manufacturers of 
TWIST DRILLS - REAMERS - CUTTERS 
END MILLS - COUNTER BORES : ETC. 








NewYork’ DETROIT ~~ Chicago 
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POINTERS 






you Clevises 
Always Remember also 
Trace and Wagon Chains, 
Collar Pads and Hames 
Harness and Strap Work 
They go together 

























Dywonn Lace A Qeai‘ry Presce” 












